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Big 
mailing 
list 
got you 
down? 


Without capital investment, RCA Electronic Data 
Processing will get you out from under the load! 


What's the catch? There isn’t any. You can use the 
world’s most advanced, high-capacity electronic data 
processing equipment and KNOW-HOW to main- 
tain your lists and handle your addressing . . . with- 
out tying up a cent of your capital! All you do is 
arrange with your nearest RCA Electronic Data 
Processing Center for the work you want done. . . on 
a time or contract basis. 


A complete EDP service for 
large mailing operations 


1 We'll take over the complete maintenance of your 
list and produce labels for use by most labeling 
machines .. . or we can print on continuous form 
media. 

Your lists can be converted for electronic data 
processing from any present addressing system, 
including punched cards and plates. 


The Most Trusted Name in Electronics 


® RADIO CORPORATION OF AMERICA 


3 Mailings can be as selective as you want them to 
be . . . by geographical areas, expiration dates, 
age, occupations, etc. 


Foreign lists in a common European language 
can be handled with equal facility. 


These services are available to any company in the 
U.S., regardless of geographical location. For your 
convenience RCA Electronic Data Processing Centers 
are strategically located from coast-to-coast. Demon- 
strations may be seen at any Domestic Service Center, 
as well as at RCA’s Data Processing Center, 
Stockholm, Sweden. For information write: RCA 
EDP Service, Building 206-1, Cherry Hill, 
Camden, N. J., or phone WOodlawn 3-8000, 
Extension PY-5041. 


STRICTLY CONFIDENTIAL Al! information 
handled through RCA Electronic Data Process- 
ing Centers is treated in absolute privacy. You 
can rely on RCA... The Most Trusted Name 
in Electronics. 








the paper that cheers imagineers 


and gives a deep glow of 


satisfaction to budgeteers . 
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Spry 


EAGLE-A 


UALITY 


TEXT AND COVER 


We're imagineers, too, who dared to visualize 
papers of sterling quality at copper penny 
prices. You'll find the exciting results in 
fine Eagle-A Quality Text and Cover Weight: 
papers with eye-catching “vitality” for out- 
standing brochures, catalogs and advertising 
materials, by offset or letterpress. (Envelopes 
to match are available from Kent Paper Co.) 

In Eagle-A Quality Text the selection in- 
cludes Brite White, Arctic White and six fine 
colors in both wove and laid finishes. Cover 
Weight is available in wove and laid, and 
matching colors. 


ages] EAGLE-A 
PAPERS 


AAAR for more creative 
PAPERS communications 














For a special portfolio of original design ‘Thought Starters’, write Dept. RDQ. 
AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS. 
Makers of the famous EAGLE-A COUPON BOND, 100% Cotton Fiber—Extra No. 1 Grade 
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, DMAA News 
If you're like most people you 
get an irresistible urge to pull 
the tab on Tension’s new “Sim 
Pull” envelope—newest open 
ing idea for 3rd class mail Sources oF SUPPLY 
Gets ‘em to the message 


NAMES IN THE News 


FRONTPORCH ScuTTLEBUTT—Henry Hoke, Sr. 





A pull of the tab and out comes 
a “teaser” message. 

Get sure, quick openings for 

your 3rd class mail. Tension’s FEATURES 
“Sim-Pull” envelopes perform 
perfectly on automatic insert 19 | DMAA Awarp WINNERS 
ers. Plenty of room for adver 
tising or merchandising space, 
too. Available in standard sizes 

and economical, too 


ALCOA IN THE CAUSE OF PEACE 


MAIL COUPON TODAY GLAMOUR IN THE ‘GRAMMAR’ SCHOOL 
FOR FREE SAMPLES. 
SELLING THE SEVEN AGES 
TENSION ENVELOPE CORP. 


Kansas City « St. Louis « Ft. Worth « Memphis 
Minne apol: Des Moine So. Hack k . 
ne pret ie a One Hunprep Dottars WELL SPENT 


Tension Envelope Corp. 
Campben at 19th St., Kansas City 8, Mo. ‘ How ro Keep a List Up to Date Part Two 


Please send me kit of the new Tension , 
Sim-Pull Envelopes John Yeck and Jack Maguire 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail”. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 














OCCUPANT 
209 N. 4th St 
Columbus 15, Obie 


INSIDE | 
OCCUPANT MAIL 





QUESTION: HOW CAN I USE 
OMLA SERVICES WITHOUT THE 
DELAY OF SHIPPING TIME AND 
FREIGHT COSTS TO COLUMBUS, 
OHIO, FROM OUR CHAIN IN 
KNOXVILLE, TENN.? 


ANSWER: The formation of Occupant 
Mailing Lists of America, Inc., was 
due to the need for a one-source occu- 
pant list mailing service. The time fac- 
tor prevalent in most advertising pro- 
motions and the need to hold down 
expenses also created the need for a 
local mailing service to most adver- 
tisers 


In acknowledging these needs OMLA 
affiliates have been established in many 
cities. Through our combined resources 
OMLA can provide a complete oc- 


cupant mailing service, locally and 
economically, with lists on Cheshire 
tape. Dick strips, or cut gummed 


labels. OMLA also has the experience 
to help you with the planning of your 
occupant mail promotions 


The lists available from OMLA may 
be specified by zones and areas as 
defined on our maps which will be 
furnished on request. We also furnish 
post office and rural route boxholder 
information along with facing slips 
thereby reaching boxholders served by 
your stores. However OMLA’s prime 
function is to make available through 
one source occupant addresses for any 
area in the United States at a reason- 
able cost. Included in OMLA's one- 
source service are: unlimited mailing 
facilities at your disposal, expert con- 
sultation on choice of areas to be 
mailed, availability of lists for what- 
ever mailing you wish to undertake 


It is our desire that every advertiser 
have the availability of occupant lists 
for his use at a reasonable cost. . . for 
huge chains or small stores for a 
single local area or the entire country 
WHAT IS YOUR QUESTION? Your 
questions answered in this column can 
benefit all. Write . . . I'll send you a 
free copy of Will Storing’s authorita- 
tive book “How to Think About Occu- 
pant Mail Advertising.” Will presents 
many capsule case histories and tips 
about the best uses of Occupant Mail 
Advertising. A valuable addition to 
your library 


Les Cullman, President 


OCCUPANT MAILING LISTS OF AMERICA INC 


239 N. Fourth St., Columbus 15, Ohio 


We welcome your direct mail ideas and news 
items for this department. Send all material to 
Short Notes, Reporter of Direct Mail, 224 Seventh 
Street, Garden City, L.I., N. Y. 


Short Notes 














Read this section with pencil in hand. Check the 
boxes next to Notes which particularly interest 
you, or mention an item you want to send for. 


Readers who use this section this way say it 
justifies their investment in the magazine many 
times over. Write directly to parties mentioned. 


CONGRATULATIONS to the Ar- 
thritis and Rheumatism Foundation! Na- 
tional headquarters: 10 Columbus Circle, 
New York 19, N. Y. Through James L 
Curran, program director, we've learned 
about the fight this foundation has waged 
for a number of years against the fakes 


and racketeers in the arthritis field. The 
foundation estimates that arthritis vic- 
tims are being bilked of more than 


$250,000,000 yearly by promoters of 
misrepresented remedies and devices. The 
foundation has conducted many surveys 
and has issued many reports for the use 
of state chapters showing how to un 
cover the frauds and how to publicize 
them and make them ineffective. The 
package of material sent to us by Mr 
Curran is very interesting. If you would 
like to see a digest of the surveys, write 
to Public Affairs Pamphlets, 22 E. 38th 
St.. New York 16, N.Y. and ask for a 
copy of the booklet, The Arthritis Hoax 
It retails for 25¢. After seeing the wonder- 
ful work done by this organiaztion . . . we 
are more than ever concerned that so 
little has been done about promoting and 
enforcing the DMAA Code of Ethics 


HERE’S A TIP for crackpot propa 
gandists, or maybe it would be better to 
keep quiet about it and let them suffer 
A recent envelope to prominent people 
bore no return address but was post- 
marked from a town in Pennsylvania 


Envelope contained an assortment of 
screwball circulars of the John Birch 
variety . . . but the postman insisted on 


collecting 4¢ postage due on the over- 
weight envelope. Even if the propaganda 
had been sensible, it would have met 
a hostile audience 


|} PLANNING TO MAIL in the British 
Isles? Then you ought to see a new 
booklet published by Robb Holland Ltd., 
86-88 Acre Lane, London S.W. 2, Eng- 
land, called “British Industry Defined for 
Direct Mail Advertising.” The book, a 
handsome 36 pages, covers different 





markets by size of company in easy-to 
read charts and is fully indexed. A list 
of general lists available is published in 
the back of the book. Copies are avail- 
able free to readers by writing to Brian 
Holland, Director, at the above address 
Robb Holland handles all phases of 
direct mail preparation including print- 


ing, automatic typing, addressing and 
mailing 
SOMEBODY IN DULUTH should 


get after the editor of the Duluth News- 
Tribune for the and untruthful 
cartoon which appeared on the first page 
of the paper for Wednesday, August 9, 
1961 (we suppose the same cartoon ap- 
peared in other newspapers since it’s a 
McNaught Syndicate, Inc. production) 
In the cartoon a citizen is shown outside 
his door holding an armful of mail which 
is labeled “junk mail.” The postman with 
loaded mailbag is saying, “With 3rd 
class mail, this bill!” The 
postman is handing John Q. Citizen a 
large envelope addressed to “Taxpayer.” 
It’s a “$250 million of the deficit charge- 
able to junk mail.” Such 
downright dishonest. The so-called deficit 
chargeable to second-class mail (enjoyed 
by the newspapers) is much larger. The 
sad part of the story is that large part 
of the public has been led to believe that 
these newspaper stories and cartoons are 
As Hitler once said, “Tell a big lie 
will 


unfair 


you also get 


cartoons are 


true 


often enough and most everyone 


believe it.” 


WE ARE GLAD TO SEE some 
printers speaking out boldy against cheap 
prices in their self-advertising. We liked 
the folder produced and mailed by Sauls 
Lithograph Co., Inc., 2424 Evarts St., 
N.E., Washington 18, D.C. On the cover 
a silver dollar held between thumb and 
forefinger; caption, “With one eye closed 
and a silver dollar held up to the other 
little more than the coin can be 
seen.” First inside fold shows an arm 


one, 
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extending the dollar but figures in the and white on the other. Silhouette pic-., 


masterpiece in W/L 
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.. Wtehoosa BOND 


for brilliant whiteness 
and outstanding performance 











When citations are awarded for brilliant whiteness — and outstanding performance 
— one paper always comes up the winner. It’s Nekoosa Bond — the genuinely 
watermarked bond that’s justly famous for fine finish and formation — 

plus high opacity and unusual strength. Let your letterheads (and other business 
stationery, too) enjoy the attractiveness and prestige of Nekoosa Bond. Comes in 


white and 12 colors (with envelopes to match) in a wide choice of finishes. 


PORT EDWARDS, WISCONSIN 
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extending the dollar but figures in the 
background larger than the coin. The 
copy reads, “When the arm is extended, 
other things come into view as well 
Maral: Never hold money so close that 
you can’t see anything else! Of course 
price is important.” Then on the inside 
12” x 18” space the copy stresses the 
importance of both quality, service as 
well as price and emphasises that intel- 
ligent buying of anything calls for the 
selection of a supplier based on require- 
ments for each particular job and not on 
price alone. Well done 


IF YOU WANT TO SEE a most 
beautiful house magazine, filled with 
glorious reproductions of four-color 
paintings and pictures, write to Gifford 
M. Booth, Jr., McCormick-Armstrong 
Co. Inc., 1501 E. Douglas Ave., Wichita 
1, Kans. for the Kansas Centennial Issue 
of their house magazine Impressions 
Words cannot describe it. Has to be 
seen. Also worth getting is same com- 
pany’s Annual Report for 1960. Old 
friend, President “Bud” McCormick, ex- 
plains the financial picture in clear, 
modest fashion (net printing sales for 
1960, six and a quarter million). Center 
four pages picture in four colors 
hundreds of four-color jobs produced for 
customers 


HOW TO USE ACETATE PROOFS 
is a booklet available free from Service 
Composition, Mail Order Division, 304 
Chapel Avenue, Haddonfield, N. J 
Booklet gives instructions on working 
with acetate proofs of type and art 
How to cut, lay, burnish, remove or 
prepare for printing, microfilming or 
other reproduction. The booklet is de- 
scribed by Service Composition as being 
useful reference for technical artists, 
draftsmen, map advertising 
artists and other graphic arts personnel 


makers, 


A CODE OF ETHICS must now be 
observed by every member of the postal 
establishment. The code, effective imme- 
diately, was printed in Postal Bulletin of 
August 10. Three-and-a-half pages of 
detailed instructions. Covers such items 
as conflicts of interest, gratuities, politi- 
cal campaigns, outside employment. Well 
written. Shows determination of present 
Post Office Department administration to 
maintain highest ethical standards from 
top to bottom 


GOOD MOVING ANNOUNCE- 
MENT: We liked the three-wing folder 
produced by Winard Advertising, 73 
Fourth St., Pittsfield, Mass., to announce 
an expansion and a move to a higher 
floor in the same building. Folder printed 
on duplex stock, yellow on the outside 
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and white on the other. Silhouette pic- 
ture shows one of those big lift trucks 
with the crane platform at street level 
holding a Winard executive starting to 
open a long roll of paper. Inside is an- 
other picture of the same lift truck with 
the crane moved sky-high. The strip of 
paper has now unrolled and reads, “Has 
moved up 20 feet.” Short, friendly copy 
tells why the expansion has been neces- 
sary. They refer to their new quarters 
as an “idea hatchery.” Well done . . . but 
Steven D. Smith at Winard tells us they 
had a breezy time trying to unfurl that 
long strip of paper from the top of the 
crane’s platform. 


A TRICKY IDEA was used by a 
Pittsburgh typographic salesman to an- 
nounce the birth of a son. Friends re- 
ceived a crib-like white box containing 
layers of soft downy cotton. Within the 
layers, a linotype slug which could be 
read by amateurs only by holding the 
slug up to a mirror. It read: “It’s a boy 
(followed by infant's name),” all in 
24-point type. Sample was sent to head- 
quarters by DMAA board member, Jim 
Maloney of Aluminum Company of 
America. He was impressed with the 
stunt and rightly so. 


| WE LIKE TO SEE TRADE PAPERS 


run articles about direct mail, particularly 
if those trade papers reach the retail 
fields. Recently Building Specialties mag- 
azine started a series of articles on sales 
promotion ... telling lumber and _hard- 
ware dealers how to organize and plan 
an effective program. First article was 
devoted to newspaper advertising. The 
July 1961 sequel concerned direct mail. 
We are afraid the author was a little too 
enthusiastic. Under a line drawing show- 
ing a man at a desk using a pair of 
scissors to cut pieces from a sheet of 
paper was this caption: “Organizing a 
direct mail program is easier than you 
think. All it takes is a few minutes of 
your time to choose the right copy and 
pictures from the literature you receive 
from your supplier.” Other material in 
the article makes the job of preparation 
sound too darn simple. This kind of ad- 
vice is responsible for the large amount of 
amateurish retail direct mail. Let’s keep 
on preaching that planning an effective 
direct mail piece is a tough job 


A UNIQUE BROCHURE has been 
issued by Hagan Chemicals & Controls, 
Inc., Hagan Center, Pittsburgh 30, Pa. 
It was prepared under the most trying 
conditions by the city’s famous printers, 
Herbick & Held Printing Co., 1117 Wolf- 
endale St., Pittsburgh 33, Pa. Hard to 
describe. It’s a 24-page, 842” x 11” dry 
embossed cover affair with additional 
%4-page flaps between each two 8%” x 


PROTECT 


your merchandise 
with this low-cost, 
fast-handling 


Mailing Bag 


Assure your mailings full protection at 
low cost! Save packing time, too. Corro- 
Bags, in a wide variety of standard sizes, 
have their cushioning protection built 
in — no shredded fillers to add weight 
and spill out. Easy to fill, can be stapled 
or taped closed. These all-purpose mail- 
ing bags replace shredded-filler bags, 
die-cut sheets, custom packaging. For 
size range of samples, write Dept. R. 


Shewman 


PAPER PRODUCTS COMPANY 
156 Oak Street, Newton 64, Mass. 
2245 W. Pershing Rd., Chicago 9, III. 


Division oF St.Regis _ 








CUT YOUR 
MAILING 


COSTS! 


WITH THE 
MODEL 
No. 6 





This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 

All SAXMAYER tyers are noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 
Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


— DEPT. M 
NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 





| PRACTICALLY BRAND NEW — | 
EQUIPMENT 


IN EXCELLENT CONDITION 


AMERICAN AUTOMATIC 
TYPEWRITER COMPANY 


(1) Model 5630—Selector Auto-Typist 


0 Push Butten — Serial No. 61491 
Cost $1275.00 — Purchased April .969 
Approximately (00 Hours of Usage 
SPECIAL PRICE $695. 


(1) Model 26—Perforator 
(for Auto-Typist) 


Serial Ne. 5°849 — Cost $375.00 
Purchased April (960 — Only Slightly Used 
SPECIAL PRICE $195. 

TERMS — NET CASH. FOB — Atlantic City 
New jersey. Subject te Prier Sale 
CONTACT: Mr. Eugene Brog 
SPENCER GIFTS 
160! Albany Ave.. Atiantic City, New Jerrey 
Phone: Attantic City 345-314! 











f SALES LETTERS ) 


Letters with “instenteneous appeal,” 
thot beckon to be read, that impel ond 
sell. One series 3! years old. Send for 


circular “R Please write on letterhead 


“Chat Fellow Bott” s 








wm leo P Bott, Jr, 64 E. Jackson, Chicago 





11” pages. Large bleed photographs il- 
lustrate wide range of industrial and 
household products produced. The de 
signer created a printer's nightmare. Each 
major bleed photograph touches on three 
pages. Each page had to be trimmed to 
precise size and bound in exact position 
because there could be no trimming afte: 
the books were stitched. Was printed by 
Lith-Hue process a two-color tech 
nique creating almost a three-dimensional 
effect. Wonderful production job 


IF YOU DEAL WITH LIST BRO- 
KERS or contemplate dealing with list 
brokers, you should secure a new four 
page pamphlet issued by the National 
Council of Mailing List Brokers, 55 W 
42nd St., New York 36, N. Y. Write to 
Felix R. Tyroler, president, for a free 
copy. Pamphlet describes the purposes 
and ethics of the council and gives a list 
of the members. 


SILLY WEEKS are getting sillier. We 
were interested in a recent press release 
from an advertising agency, giving ad- 
vance information on special events dur 
ing 1962. There was a list of 21 different 
weeks or periods which would be cele 
brated by the agency's clients during 
next year. They ranged from a National 
Kraut and Frankfurter Week to a Na- 
tional Indigestion Week. Put that last 
one down on your calendar for Novem- 
ber 23 to 30, 1962 


TIME, INC. 
PARTMENT 
recent exceptional promotion. A 48-page. 


ADVERTISING DE- 


deserves a salute for a 


7” x 10”, four-color booklet was sent to 
advertising before the 
summer vacation travel period. Repro- 
duced on the front and back covers and 


executives just 


in the proper colors were passport or 
visa stamps from 30 different countries 
Copy and pictures inside told of impor 
tant things to see in each country 

and also emphasized how Time covers 
the world. The descriptions for each 
country were taken from previous ar 
ticles in Time. Attached to each copy 
was a business card of John McLatchie, 
advertising sales director. Time and Life 
Bidg., Rockefeller Center, New York 20, 
N. Y. with a simulated handwritten 


message: “Bon Voyage!” 


Tt DOESN'T PAY TO CHEAT 
through the mail. But the worst offenders 
never seem to learn. The names David 
Ratke and Monroe Caine have been 
known for Operators 
Everything they promoted had some- 
thing wrong with it. They promoted 
“Turbo-Jet Converters” for your auto 
mobile which were supposed to cut gaso- 
line consumption but never did 


years as slick 


There were also phony pocket radios 
Equally phony battery additives. There 
were also worthless skin food promo 
tions. The two mail order con men finally 
had their comeuppance when a federal 
grand jury in Detroit found them guilty 
on eleven counts of mail fraud. They 
were tried in Detroit because some ol 
their operations were conducted from 
a secretarial service at 2591 W. Grand 


Bivd. in that city. 


WE WERE IMPRESSED with a 
dramatic self-mailer from Rex Rotary, 
387 Park Avenue South, New York 16 
Came to us just prior to the DMAA 
convention The mailer was mimeo- 
graphed from a stencil prepared on the 
company’s electronic stencil maker which 
prepares stencils by scanning any paste 
up, including half-tones. Printed in three 
colors, the mailing side had a U.S. half- 
dollar printed in green with a black over- 
print: “Reward $5000 if you should prove 
this brochure was printed on a printing 
press.” Inside, the explanation of the Rex 
Rotary stencil makers and mimeo ma- 
chines. The quality of the mimeographing 
is exceptionally good. If you use mimeo, 
you ought to see a sample of what this 
machine can do. 


ALSO IMPRESSED by a pre-MASA 
convention promotion prepared by Cir 
culation Associates, 1745 Broadway, New 
York, N.Y The piece was a paper 
wallet” containing a variety of items 
native to a man’s billfold. For example, 
a pair of “theatre tickets” (for the MASA 
Banquet and Boatride), “business cards” 
(identifying the speakers, company affil 
iations, and when they would address 
the convention), an “address book” (list 
ing chairmen, committee heads, exhibi 
tors, etc.), a “dollar bill” (promoting the 
annual breakfast), and 
other pieces. Created by Dudley Lufkin 
the entire job was printed (to our sur- 
prise) on a Multilith 1250, certainly not 
one of the most elaborate presses avail- 
able. Which all goes to prove, we sup- 
pose, that a good creative man teamed 
with a good production man can turn out 
top-notch promotion despite the pressures 
of an impending deadline 


awards many 


A GROUP OF DMAA members 
have formed a group of their own within 
the association. This group, called Busi- 
ness Mail Users Association, plans to 
hold meetings during unscheduled DMAA 
convention times to discuss the members’ 
Attending the first 
meeting were Lisle Ramsey, Marcus 
Braun, Bill Holes, Leon Waldman, Al 
Anderson, Jim Dooley, Bob Franzblau, 
and Mark Wexler. Bill Holes was named 
chairman of the group. Any interested 
member of DMAA who is a bonafide 
user of direct mail to business firms and 


common problems 
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The extra qualities of MEAD WOVE ENVELOPES (at no extra cost) insure the immediately 
favorable impression all-important for effective direct-mail promotion. They're available 
in a wide range of styles and sizes, too, through your authorized Mead Merchant. 
YOU GET MORE FROM MEAD. Mead Papers, Inc., a subsidiary of The Mead Corporation, Dayton 2, Ohio 





MEAD WOVE ENVELOPES...DOOR OPENERS FOR DIRECT MAIL! 


papers 











‘HOWAN 


Photo 
Engravers 


POWODERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 
ZINC AND COPPER 


Oo 0 


Engraving Co., Inc. 
44 West 28th St., New York 1, N.Y. 
MURRAY HILL 9-8585 


8.95 Value for $1. — 


satistactior 
Olig atior 

Merely attach $1.0 
etterhead. (Or 
customer—and new 


ystomer 


Harry Volk Jr. Studie 


Pleasantville 3, New Jers 


Ral Geok has? mee 
PROJECTION art 2 
Ready-to+ rt on translucer y 

BS sanaen yi yo A - 


Samples price 





sells directly to them is welcome to join 
By writing to either Bill Holes at Holes- 
Webway Co., St. Cloud, Minnesota, or to 
Mark Wexler, Bill A Pak Company, 2908 
S. Emerson, Minneapolis, Minn., you can 
be put on the mailing list to receive 
advance notices of 1962 meetings 


A PAPER SAMPLE BOOK worth 
your attention is available from Mead 
Paper Corporation, 230 Park Avenue, 
New York 17, N.Y. It contains spiral 
bound samples of Mead’s Potomac 
Velour in nine different colors plus print- 
ing and handling instructions. Velour, for 
non-experts, is the fuzzy faced paper that 
feels like felt. Though this cover stock is 
often seen stamped with gold, it handles 
black-inked letterpress just fine, as testi- 
fied to by the printing and handling in- 
structions which were printed on tan 
velour. Worth having in your files 

IT’S REMARKABLE what some 
con men can think up. One fellow was 
recently convicted for falsely advertising 
that his product would change any black 
and white TV set into a color set within 
a few minutes. The price was only $4.98 
for this “New European Discovery.” 
Suckers who responded to the offer re 
ceived a thin transparent sheet of colored 
plastic material which was supposed to 
be fastened on top of your TV tube pro 
tector. Instead of a black and white 
picture, you got a yellow or green or 
blue picture whatever the plastic 
sheet happened to be 


ANOTHER INVISIBLE MESSAGE: 
Robert H. Gujer of Gujer Advertising 
Co. (312 Builders Exchange Bldg., Du 
luth 2, Minn.) used a blue, 5” x 8” post 
card printed in invisible ink to arouse the 
curiosity of his customers and prospects 
to learn more about his selective gift line 
in which each recipient chooses his own 
gift from a varied selection offered. Re- 
cipients of the card were urged on the 
address side to uncover the secret mes- 
sage by dipping the card in water. Mr 
Gujer will send you a sample of the card 
if you would like to have it. This invis- 
ible message idea is good when properly 
used. They must be produced by special- 
ists who know how to print with special 
chemicals. When dipped in water, the 
portion not printed absorbs the water 
and the background becomes dark. The 
portions printed with the chemical do not 
absorb water and remain a blueish white 
The wording and drawings are readable 
until the card dries out. Another wetting 
and the message appears again. 


DID YOU KNOW that the Superin- 
tendent of Documents, Government 
Printing Office, Washington 25, D. C., 
has many books for sale at very low 
prices? If you write and ask to be 


placed on the mailing list for frequent 
issues of lists of books, you will be 
amazed at the quantity and the range of 
subjects. Most of the subjects were the 
result of congressional investigations or 
researches conducted by various branches 
of the government. A recent peculiar 
title, priced at 20¢, is a “Pogo Primer 
for Parents.” It covers the problem of 
children’s television viewing . . . part of 
the discussions that went on before and 
during the 1960 White House Conference 
on Children and Youth. You can also 
get a recently published “100 Years of 
the U.S. Government Printing Office” 
for $1. 


THE BUSINESS MAIL FOUNDA- 
TION under the guidance of Executive 
Director Max F. Schmitt (230 Park Ave., 
New York 17, N. Y.) is doing a darn fine 
job in answering the attacks on direct 
mail by newspaper editors and _ col- 
umnists. He was particularly effective in 
ridiculous smarty-pants 
feature article by Guy Wright of the 
Scripps-Howard chain of newspapers. 
This silly tirade on “junk mail” appeared 
all over the country and irritated a lot 
of users of direct mail. If you haven't 
seen Max Schmitt's answer to Guy 
Wright . . . drop him a note and he will 
send you a mimeographed copy of it. 
Max is also supplying to the members of 
BMF (and any others interested) sug- 
gested letters which should be sent to 
advertisers in the newspapers which print 
derogatory articles about third-class mail 
or direct mail or what they call j--- m--- 
As long as some newspapers want to 
play dirty, there is no reason why we 
shouldn't fight back. In some cities, let- 
ters to advertisers in the newspapers who 
also use large amounts of direct mail 
have proved successful. If enough adver- 
tisers start raising cain about rotten com- 
those tactics will 


answering the 


petitive tactics 
disappear. 


SHORTEST SOLICITATION? This 
may take the cake for the shortest solici- 
tation letter on record. It came from the 
publisher of a newsletter. The letterhead 
giving name and address was typed in- 
stead of printed. The letter itself read 
“Sir, May we send you a complimentary 
copy of our publication which reports on 
wild spending, waste and duplication in 
Washington? Yours truly.” Signed by 
the publisher. The author certainly hasn't 
wasted any words in his solicitation. 
Maybe it will work. 


MOST OF YOU know about the 
Congressional Quarterly Service which 
has been in operation for a number of 
years in Washington, D. C. Newspapers 
and magazines especially subscribe to 
the Quarterly Service because they get 
boiled-down reports on all the actions of 
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worth its weight in gold 


GOLD AND WHITE « SILVER AND WHITE 
... SUGGEST A “GOLD MINE” 
OF CREATIVE ART / PRINTING IDEAS! 


CURRENCY COVER is certainly not designed to put us all back on a 
61 for Demonstration universal Gold or Silver standard. But thanks to Apco, it is the answer 


nd complete informati 


to the creative man’s dream for practical applications in design and 
ck sizes and weights 
printing where its very color suggests the only natural choice. For 
announcements and promotional pieces stressing anniversary occa 
sions, advertising of metals, and special presentations - you'll 


discover none better 


Apco’s special processes for mixing metallic bronze and aluminum 
powders with a casein sizing (which result in a Gold and Silver finish) 
and applying the coating to the reverse side of an already highly finished 
white enameled cover-weight stock provides a top notch sheet with an 
extremely smooth and uniform surface that may be printed by letter 
press, offset or silk screen with outstanding colorful results 


Select CURRENCY COVER for your next printed piece where gold or 
silver is highly important to the product or message presentation 
success. Its moderate, non-inflationary cost, richness of appearance 
and feel its affinity for top notch design ideas, including solid coior 
areas, makes it most practical for a wide variety of important uses 


GOLDEN 
ANNIVERSARY 











IDEALLY SUITED FOR LETTERPRESS, OFFSET AND SILK SCREEN PRINTING OF 

NNIVERSARY ANNOUNCEMENTS «+ BOOKLETS AND BROCHURES « DIRECT 
MAIL PIECES « GOLDEN VALUE PROMOTIONS «+ CATALOG COVERS AND FOLIOS 
PRESENTATION FOLDERS + ANNUAL REPORTS + METAL PRODUCTS ADVER 
TISING and many others 


APPLETON COATED PAPER COMPANY 


appletons+ wisconsin 


5OLD AND WHITE SREEN AND BLACK LOR INKS. PLUS WHITE 





iat 


Wel-Tlite 
MINIATURES! 


yee xt 


2 types: MOVABLE and 
ONc PIECE mimatures, 
in Bright or gilt hnishes 


NEW TOOL KIT 


i 


5 giit-unesh touts im red 
viny! roll. Shipped as- 
sembied. Can be imprinted. 


Write, wire. phone TODAY for sampies 
& prices on GRC metal miniatures. 


GRIES REPRODUCER CORP. 
World's Foremost Producer of Small Die Castings 


1l Second Street, New Rochelle, New York 
Phone: NEw Rochelle 3-8600 








get the 
professional 
approach 


... to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 


service association 


INTERNATIONAL 
622 5th St., N. W. 
Washington 1, D.C. 
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Congress; votes of members on bills, etc. 
A new service has been added during the 
past year. The Editorial Research De- 
partment is now issuing special reports 
which are sold entirely through direct 
mail. The reports deal with Congress, 
politics or some phase of government 
activity. Most recent report is_ titled 
The 1961-62 Guide to Current American 
Government. It’s a 96-page, 842" x 11” 
textbook on the workings of the govern 
ment. The price is $1.50 per copy and 
well worth having. Being sold mostly to 
high schools. If interested, write to Mrs 
June L. Miller, director, Special Supple 
ments Department, Congressional Quar 
terly Service, 1156 Nineteenth St., N. W., 
Washington 6, D. C. 


DID YOU KNOW THAT the F. W. 
Woolworth Company is experimenting 
with selling by mail? So far, test ads 
are being placed in various country news- 
papers around the nation. We understand 
that if the test ads are successful . . . the 
Woolworth Company will go into selling 
by mail on the installment basis. Worth 
watching. Woolworth is also consider 
ing a nation-wide chain of discount 
stores. First test store is being built in 
Columbus, Ohio. Will be called Woolco 
Department Store 


THE JOHN BIRCH SOCIETY con- 
tinues to get publicity...most deroga- 
tory. Latest nutty whim of founder, 
Robert Welch, is to announce a nation- 
wide essay contest for undergraduates, 
“Why Chief Justice Warren Should Be 
Impeached.” Meanwhile, Attorney Gen- 
eral of California delivered a fifteen-page 
report on the society to Governor Brown. 
Including in the findings where “the 
group has strong overtones of paranoia 

.. followers of the embittered candy- 
maker of Belmont, Mass. are a cadre of 
wealthy businessmen, retired military 
officers and little old ladies in tennis 
shoes.” Keep your eyes open for Birch 
propaganda in the mails. Send samples 


to us 


ORCHIDS TO THE NEW YORKER 
for its recent media promotion piece 
based on Westinghouse’s success with a 
series of ads which ran in the publica- 
tion. The promotion piece is a 12-page 
10” x 12” booklet printed with five colors 
on eggshell stock. Inside cover has pocket 
which contains reprints of ten Westing- 
house ads. Further along in the booklet 
are complete reproductions of three tes- 
timonial letters (folded and enclosed in 
glued-on envelopes) from key Westing- 
house and agency executives plus quotes 
from others, all adding up—of course— 
to the wonderful marriage of Westing- 
house’s ad program and New Yorker's 
sophisticated audience. A well planned 
and well executed media promotion piece 


consistent with the magazine's image of 


quality 


ACCORDING TO AFA, the adver- 
tising business came off fairly well in 
the last session of Congress. The Adver- 
tising Federation of America calls it 
about a 50-50 break. There were more 
than 200 bills introduced which were of 
major interest to the advertising industry. 
Some desirable legislation was passed. A 
few undesirable items managed to get 
through, but the majority were tabled. 
As usual, advertising proponents found 
themselves fighting an uphill battle 
against the same old critics who peren- 
nially propose to legislate, regulate or tax 
some segment of the advertising indus- 
try. If you haven't yet received from your 
local advertising club a final report on 
the first session of the 87th Congress, 
you may be able to get a digest from the 
AFA (655 Madison Ave., New York 21, 
N. Y.) or its Washington office (1145 
Nineteenth St., N.W., Washington 6, 
_ {J 


HAVE YOU NOTICED the new style 
of packaging for individual portions of 
sugar supplied to restaurant customers? 
Only ones we've seen so far are available 
in Florida resorts. Somebody came up 
with a good idea. The individual enve- 
lopes of Domino granulated sugar are 
printed with four-color views of various 
spots around Florida. The pictures are 
only 1%” x 134” in size. They are re- 
markably clear for the small size and the 
type of paper used. A few we've seen 
have been slightly off register but the 
majority are okay. 


[] INTERESTING STORY in the Sep- 
tember 1961 issue of the bulletin pub- 
lished by the Washington (D.C.) Diocese 
of the Episcopal church. It is a four-page 
report on how the church uses direct 
mail to build up interest and volunteers 
for its annual Every Member (Canvass 
during the month of October. Volunteers 
are solicited early in the summer by 
simulated handwritten letters from vari- 
ous vacation spots. Reply cards are fur- 
nished to those who want to volunteer. 
Non-repliers are followed up by telephone 
and mail. Out-of-towners get mail-back 
pledge cards. Canvassers receive infor- 
mation kits. Plenty of direct mail bustling 


activities. 


A GREAT MAIL ORDER STORY 
is told in a new book just issued by Fair- 
child Publications, Inc. (7 E. 12th St., 
New York 3, N. Y.). The Story of Sears, 
Roebuck and Co. is an 8%" x11", 86- 
page, stiff-paperbound book selling for 
$2.35. The book is a compilation of a 
series of articles which were published 
earlier this year in several of the Fair- 
child publications. The articles were de- 





PRIME QUALITY MAILING LISTS! 


We represent hundreds of the finest 
lists obtainable and will gladly send you 
FREE details about any genuine “finds” 
among them for YOUR needs. We are Charter 
Members of the National Council with 23 

years’ experience. Call SP 7-7460 or 
send a sample of your mailing piece to: 


withVfA DDERN tne. 


215 PARK AVE. SOUTH @ W. Y. 3, N. Y. 














M. Habernickel, Jr. 


HABAND COMPANY 


Comments, “You need ne contracts 


or written agreements when you do 


i t 


yusiness with Lewis Kleid.” 


LEWIS KLEID, INC. 
| Mailing List Consultants 
] Te National, Lerge-Volume, 
| Direct Mail Sellers 














CIMMICK MAILINGS 


Exotic, unusual mailings 
of all types to tie-in with 
your special promotions. 


Free 24-page Catalog 


Oran? 


Branches 
© 469 E. Ohio St.. Chicago 1! + Tel., 467-5765 
* 24333 Narbonne Av., Lomita (L.A), Cal. « DA 5-0381 











EVEN THE BIG SHOTS 
WANT IN 


One of our New Jersey clients sends the monthly 
motto mailings to purchasing agents on his list 
Imagine his pleased surprise when the president 
of one of his biggest prospects asked if he too 
could not be added to the mailing list. You 
con reach even the top men with the motto 
direct mail campaign. Want information—just 
ask on your business letterhead 


BETTER MOTTOES ASSOCIATION \* 
2127 East Ninth St. 
Cleveland 15, Ohio _ 


INSERTING 


dealer sales aids, gimmicks, som- 
ples, press materials and other 
bulky pieces not practical for mo- 
chines is easy and economical at 
CA. For low-cost, fast hand in- 
serting of any odd-size pieces write 
or call: 


CIRCULATION ASSOCIATES 


226 W. S6th ST., N.Y.C. 
JU 6-3530 





veloped by a team of Fairchild editors 
and researchers who spent 30 months 
delving into every phase of the retail and 
mail order operation of the multi-billion- 
dollar enterprise. Those interested in the 
history and growth of mail order should 
get this book for their library. 


[) MEDIA/SCOPE AUGUST 1961 car- 
ried an interesting article by Thomas A. 
Tucker (director of the Direct Mail De- 
partment of Campbell-Ewald Co.). Ar- 
ticle is titled: “How Agencies Can 
Handle Direct Mail As a Major Medium.” 
We need more such articles since there 
are practically 4,240 advertising agencies 
in the United States and not too many of 
them know how to handle direct mail 
properly. Particularly important in the 
article is how Campbell-Ewald handles 
agency compensation in direct mail. If 
interested, suggest you get a copy of this 
article from Standard Rate & Data, 420 
Lexington Ave., New York 1, N. Y 


} “34 WAYS TO CUT Hidden Office 
Costs” is the title of a small 12-page 
pamphlet issued by A. B. Dick Company 
(5700 W. Touhy Ave., Chicago 48, IIl.). 
Tells all about the uses which can be 
made of the three different types of 
photocopiers produced by A. B. Dick 
Company. The need for quick commu- 
nications has caused most big business 
organizations to install office copying ma- 
chines. They save a lot of time in making 
extra copies of confidential memoran- 
dums, reproductions of magazine articles 
and what not. 


[) BERNARD W. COATES has again 
made news in a Federal Trade Commis- 
sion news bulletin. On September 5, 1961, 
Coates trading as National Mail Mer- 
chainders, 35 Pleasant St., Dorchester, 
Mass. signed a consent agreement with 
the FTC that he would discontinue his 
misrepresentations of the past. Coates 
was the granddaddy of most of the phony 
franchise deals . . . offering to put you 
in the mail order business without any 
experience and with just a little fee of 
$25 for the franchise. But Coates has 
been ordered to cease and desist many 
times before this. And in spite of all the 
efforts of postal inspectors, district at 
torney and FTC examiners, he always 
starts in all over again. This time will 
possibly be no exception. 


ENJOYED LOOKING THROUGH 
the fall and winter 1961-1962 catalog 
issued by Nunn-Bush Shoe Company 
(Milwaukee 1, Wis.) to shoe stores. In- 
side pages, just the usual illustrations of 
the new styles offered, with detailed spe- 
cifications of sizes and workmanship. But 
the cover is the eye-catcher. It's a beauti- 
ful job of stippling, dry embossing and 
reproduction which makes the 
cover look and feel like a leather note 


color 


16 


book. We may be wrong but the piece 
we received actually smelled like leather 
Perhaps it was just extra sensory stimu- 
lation caused by the perfect graphic arts 
simulation of leather. 


[| BACK IN 1955, the Association of 
Industrial Advertisers (271 Madison Ave., 
New York 16, N. Y.) issued a very fine 
Handbook of Industrial Direct Mail Ad- 
vertising. It was written by Edward N. 
Mayer, Jr., now senior vice president of 
Dickie-Raymond. Ed has revised the 
original manuscript and it has been re- 
published by the AIA. The 68-page, 
8%” x 11” volume is available to non- 
members of the association for $3 per 
copy. It is well worth it. 


[] A MOST STRIKING SERIES of 
four-page folders was used this past year 
by Brunner, Inc. of Memphis, Tenn. 
Should take some sort of top prize for 
printers’ self-advertising. Fine artwork 
with brilliant colors. Each folder featured 
some special date, such as: Invention of 
the telephone, Erie Canal opened, Ant- 
arctica discovered, postal service estab- 
lished, gold discovered in the Klondike, 
Manhattan purchased from the Indians, 
etc. Brief copy on third page of each 
piece tied in with the invention or dis- 
covery and stressed the importance of 
inventiveness and creativity in planning 
and producing good printing. Only fault 
we could find with series: no street ad- 
dress for Brunner on the folder, although 
telephone number and city appeared. Best 
rule is: make it easy for people to get in 
touch with you. 


[] TWO BOOKLETS about watermarks 
have been produced by Whiting Plover 
Paper Company, Stevens Point, Wiscon- 
sin. One, “The Strange Saga of the Blue- 
Feathered Wompus” is a humorous 
allegory about the art of watermarking 
both genuine and bogus. The second 
booklet, “The Art of Watermarking” 
traces the history of this art from its 
beginnings 600 years ago. The constant 
references to Plover Bond are a little 
irritating, but as a journal on an often 
overlooked phase of the papermaking 
process, the story should hold your in- 
terest. Write to “Walt,” the blue feathered 
wompus at Whiting Plover and he'll 
probably send you a copy. 


AFTER YEARS of campaigning to 
induce people to stop using Long Island 
as an address, the post office has now 
You are now urgently 
requested to use Long Island after town 
name of any place on Long Island, with 
New York following. In other words, 
your letters to us should be The Re- 
porter of Direct Mail Advertising, 224 
Seventh St., Garden City, L. L, N. Y. 
Makes things easier for the casing 
clerks. @ 


reversed itself. 
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The letter with 40% pull added! 


Your letter is in his hands —his time is yours 
for the moment. But will he take the action you 
want? He will in this case because he’s reading 
a Reply-O-Letter! 


Reply-O-Letter has everything “built-in” but a 
mailbox. A special pocket holds a self-addressed, 
stamped and return-addressed reply card ; nothing 
to fill-out, sign or stamp. He reads... pulls...mails 
...and another possible becomes a very probable. 


Reply-O-Letter gives you all the results you 
usually get—PLUS 30 to 50% MORE! Its cost 
is less than a conventional multigraphed filled-in 
letter with a card loosely enclosed. Further, the 


talents of our writers and our artists are at your 
disposal at noextra cost. They know their business, 
as 26 years of outstanding direct-mail success 
have proved and over 400 clients will attest. These 
400 know that the “letter with the Built-In reply” 
produces best results, mailing after mailing. One 
user says, “If it’s not a Reply-O-Letter it’s like a 
suit without pockets.” Let Reply-O-Letter help you. 


Send for our booklet, complete with case histor- 
ies, today. On your letterhead, please. LETTER 
« 


4 





’ % 
|} 
REPLY-O-LETTER | 

5 Central Park West, New York 23, N.Y. ~ 2 
¢ 


Offices in principal cities in the United States, e « 
Canada, England and Australia. 
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Throw away your old ideas about printing papers 


The old idea that only a heavy paper is suitable for 
fine printing is now outmoded. Olin has developed 
a new concept in papers, called Waylite. It’s a light- 
weight stock as opaque as many papers twice its 
weight, with extreme whiteness and great strength. 
Waylite gives you beautiful printing results in half- 


tone or line, black and white, and color. By reducing 
bulk, weight and postage up to 50%, it has strong 
appeal to your cost-conscious customers. Ask your 
Olin fine paper merchant about Waylite letterpress 
and offset papers, or write to us. See Waylite, and 
you'll discard your old ideas about printing papers. 


PACKAGI NG DIVISION Ulin 


USTA PAPER OPERATIONS, PISGAH FORES 


» NORTH CAROLINA 





DIRECT MAIL LEADERS 


Direct Mail Campaigns 

Esso Standard 

Fifth Avenue Letter Shop, Inc 

Ford Motor Company 

IBM—Data Processing Div. 

The John Henry Company 

Life Magazine 

Magee Carpet Company 

Natl. Bank of Commerce in 
New Orleans 

The Nestle Company 

Reed & Carnick 

TCF of Canada Ltd. 

Tung-Sol Electric Inc. 

TV Guide 

UBS Distributing Corp. 


Low Budget (Under $5,000) 

Cascade Natural Gas Corp. 

Dayton Typographic Service 

Grosset & Dunlap, Inc. 

Price Brothers Co. 

Provident Mutual Life Inc 
Co. of Philadelphia 

Mail Ad. Service Assn. (Cleve) 

House Publications, External 

Abbott Laboratories 

Chevrolet Motor Div. of Box to Esther Bien, 
General Motors Corp. Editor and publisher 

E. I. Dupont de Nemours & Co of THE 

AMERICAN GIRL 

magazine . 


the Silver Mail 


Letter Campaigns 
Hausman Steel Company 
The Illuminating Co. 
Trans World Airlines 


HONORABLE MENTION 

Direct Mail Campaigns 

Abbott Laboratories 

J. L. Clark Mfg. Co. 

Ford Motor Company Ltd. 

GE—Lozomotive Section L&CE 

Chevrolet Motor Division 
General Motors Corp. 


TOPS FOR 61 
DMAA WINNERS 


ALCOA Vice President 
Arthur Hall accepts the 
Gold Mail Box from Judg- 
ing Committee Chairman, 
Fred Nauheim (right). Other 
top awards presented at the 
annual Awards Breakfast 
included 


and the Bronze Mail Box 
to Fred Quellmalz for the 
outstanding campaign used 
this year by the 
PROFESSIONAL 


PHOTOGRAPHERS OF 
AMERICA. 


Insurance Co. of N. A. 
Kimberly-Clark Corp. 
McCall’s Magazine 

Oakridge Smokehouse 
Oxford Paper Company 
Parade Publications, Inc. 
Pfizer Laboratories 

Pied Piper Shoe Company 
Prince Motor Sales Co. Ltd. 
Ptg. Services of Philadelphia 
Qantas Empire Airways, Ltd 
Republic Steel Corporation 
Super Valu Stores, Inc. 
United States Steel Corp. 
Volkswagen of America 


Low Budget (Under $5,000) 
General Electric Co.—QHT 
Home Finance Group, Inc. 
Huffman Mfg. Co. 

Lukens Steel Co. 

Monadnock Paper Mills, Inc 


Clyde Everhart (left) 

and Bill Taylor (center) 
accept Henry Hoke gavels 
from publisher “Pete” 
Hoke after special conven- 
tion-wide presentation of 
their story. 


House Publications, External 
Aluminum Co. of America 
Consolidated Electrodynamics Corp. 


MAIL BOXES Gold-20- Silver-22- Bronze-24- Hoke-26- > 
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Gorman Armstrong is Literature Coordinator 
for Alcoa. When one of the company’s product 
or morket managers tells him what kind of 
literature he needs, it's up to Gorman to 
create it for him. Mostly he deals in the prep- 
aration of manuals, brochures, books, and simi- 
lar publications. For creative sources he calls 
upon one of the company’s advertising agen 
cies, or more often, an organization or individ- 
val specializing in the type of work needed 
The Defense Industries Campaian described 
here is the work of John L. Hallstrom of ivy 
Associates. Halistrom conceived the campaign, 
wrote the copy ond established the general 
design of the booklets. He, in turn, retained 
Raymond Ballinger of the Philadelphia Mu 
seum College of Art, who supervised the art 
production 


_ BROCHURES, each one elab- 
orately conceived and prepared 
with great care, spelled out Alcoa’s 
role in the defense of this country 
in a recent mailing to 4,000 key de- 
fense personnel. This campaign was 
selected from hundreds of entries as 
the best of 1961 and was awarded 
the DMAA Gold Mail Box symbolic 
of the honor. 

The purpose of the campaign was 
twofold, and this purpose was 
achieved with a subtle blend of soft- 
sell and no-sell. First purpose was 
to state Alcoa’s readiness to under- 
take a greater share of the burden 
of preparing the nation’s defense for 
peace. The second, to observe, gen- 
erally, the national and international 
conditions which indicated a need for 
accelerated defense measures. 

The campaign was mailed to just 


over 4,000 top echelon personnel in 
defense related industries, govern- 
mental bureaus and committees in- 
volved in defense matters and in the 
military Each name was 
carefully selected both with respect 
to purchasing authority and to gen- 
eral policy influence, 


services. 


The six brochures were preceded 
by a personalized letter from Alcoa 
president, Litchfield, Jr. 
The letter was produced offset with 
fill-in and informed recipient of the 


Lawrence 


brochures to come. 

Each of the brochures was 12” by 
12”, lithographed handsomely on 
fine 65 lb. white Vicksburg vellum 
stock by Edward Stern and Com- 
pany of Philadelphia. Each brochure 
arrived in a plain kraft wrapper with 


ALCOA 


in the cause of 


PEACE 


A striking series of colorful bro- 
chures to top defense personnel 
promotes Alcoa, aluminum, and 


America. 
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printed white reversed on red. Alcoa 
hoped that this aura of urgency 
would get the message past the sec- 
retary and into the hands of the 
key person to whom it was addressed. 
Once the kraft paper was removed, 
recipient found a handsome white 
sleeve, similar to ones which hold 
LP records, decorated with Alcoa’s 
red and blue design. 

The first brochure dealt exten- 
sively with Alcoa’s specific contribu 
tions to national defense, and the key 
role aluminum played in the manu- 
facture of critical weapons and ma- 
chinery. The references to aluminum 
in general were important since Alcoa 
had to first sell aluminum as a prod- 
uct (as opposed to steel, plastics or 
other competing materials) and then 
sell Alcoa in particular of all alumi- 
num suppliers. 


The other five brochures were al- 
most devoid of obvious “sell.” Each 
cover featured a quote from a top 
Alcoa executive on some area of world 
challenge. Copy went on to describe 
these problems in terms of history, 
great leaders from other times, etc. 
Alcoa’s role in helping meet these 
challenges was brought into the copy 
toward the final pages. 

“The ultimate purpose of the cam- 
paign,” says Gorman Armstrong, 
Alcoa’s Literature Coordinator, “was 
to involve Alcoa even more actively 
in military procurement. This, how- 
ever, was the long view. The cam- 
paign was not expected to elicit im- 
mediate orders or inquiries, but rather 
to establish a climate of defense 
orientation in which the long and 
highly involved research, develop- 
ment and negotiations typical of the 


defense market could most effectively 
proceed.” 

Despite the fact that no “inquiries” 
were solicited, Alcoa received scores 
of letters from military, government, 
and industry leaders from all parts 
of the country. The letters were in- 
variably addressed to the Alcoa ex- 
ecutives over whose names the pre- 
fatory sta‘ements had appeared in 
the individual pieces. 

“Many complimented us for the 
beauty of the brochures,” Mr. Arm- 
strong said. “Of more importance 
to us were those who indicate an 
agreement with our expressed points 
of view and explicitly stated their 
confidence in our organiza‘ion’s ca- 
pacity to make important contribu- 
tions to the national welfare.” © 


Handsome brochures, handsomely illustrated in many colors, were mailed in the red, white and blue sleeves shown in the foreground. 


NOVEMBER, 1961 


- are | a ve #6 
; 
Sh a 





Florence Brooks, Promotion Director of 
American Girl magazine, tells us (and 
right'y so) that the word Grammar in 
the title is a misnomer. We stand cor- 
rected. Back when we were getting an 
education, grammar school went to 
Grade Nine. Nowadays it goes to Six, 
ond who knows but soon Kindergarten 
might become a class in Pre-Junior High. 
The last school Florence attended was 
Temple University, working on the side 
in the publishing and retailing fields 
She climbed the lodder at Gimbel’s Phil- 
adelphia before coming to American 
Girl. Hobbies include boating, flying, 
fishing, music and men, not necessarily 
in that order 


Glamour at 


¢ 


the 


Grammar’ School 


American Girl brings the 
subteen into focus as an 
adventurous and know- 
ledgeable young lady 
who is growing older, 
younger all the time. 


she LET your Aunt Hattie find 
out, but American women be- 
tween the ages of 10 and 16 have 
become old hands with lipstick, per- 
fumes, permanent waves, nylon stock- 
ings, lacy undergarments, and other 
paraphernalia native to the feminine 
domain. What’s more they probably 
know more about fashions, food and 
the opposite sex than Hattie knew 
when she was thirty. The reason, says 
{merican Girl, is that girls are grow- 
ing older, younger all the time. 

This apparent generalization is no 
promotion writer's pipe dream; on 
the contrary, it is heavily supported 
by fact gleaned from data supplied 
by these young teens themselves, and 
from the leaders of American busi- 
ness who deal with this age group. 

Says Charles Revson, president of 
Revion Inc.: “... Today our research 
reveals that at 12, girls start to wear 
lipstick for parties and special occa- 
sions.” Says Ida Rosenthal, chairman 
of the board, Maidenform: “Habits 
today are formed earlier than pre- 
viously. Preteens start wearing a bra 
at a very early age...as early as 
10 or 11. Many girls really need 
them; many of their friends who do 
not like to feel they do.” And from 
Grace Jones, vice president of Hanes 
Hosiery: “Research indicates that 
teenagers are buying their first pair 


of seamless nylons several years 
earlier than they did ten years ago. 
First stockings worn for a party be- 
tween the tenth and twelfth birth- 
day s.” 

These are but a few of the remarks 
made by business leaders in response 
to queries from American Girl about 
the buying habits of the “young teen” 
market (encompassing tenteen, 
eleventeen, up to sixteen). In every 
area, from solo shopping to dating 
to the learning of home skills, young 
ladies are maturing faster than their 
mothers and their grandmothers be- 
fore them. 


Creating an Image 


To American Girl, the catch phrase 
“girls are growing older, younger all 
the time” has represented the crys- 
talization of an image; and the docu- 
mentation of the phrase has become a 
valuable tool in the sale of advertising 
space in the 800,000 circulation 
monthly publication. 

{merican Girl is an official publica- 
tion of the Girl Scouts of the U.S.A. 
with headquarters at 830 Third 
Avenue, New York City. But a girl 
need not be a scout to subscribe to 
the magazine and throughout the 
years the percentage of active scout 
subscribers has hovered around 50%. 
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Right, the booklet which 
summed up the results of 
research which established 
the subteen as a substan- 
tial buying influence. Earl- 
ier teen dating and young- 
er marriages have taken 
the young teen and the 
subteen out of the “child” 
class and forced them to 
become more responsible 
and more sophisticated at 
an earlier age. 


Alone in its field (Seventeen reaches 
an older audience) the magazine 
needed strong identity, divorced from 
the erroneous (but popular) eoncep- 
tion of a Girl Scout as the little 
Brownie who comes about once a 
year to sell cookies. 

Florence Brooks joined American 
Girl about a year ago as Promotion 
Director. Her arrival coincided with 
an executive decision to revitalize 
the image of the magazine. Prior re- 
search on teen habits, magazine read- 
ership, circulation characteristics was 
turned over to Business Image Inc.. 
a firm which specializes in creating 
visual and word images for clients. 
Business Image, in turn, was to boil 
all the information down into a clear 
easily understandable picture of the 
publication and its readers. 

The information Florence supplied. 
coupled with some new research con 
sistently brought forth the same tru 
ism. No matter what the subject, from 
fashions to frying an egg, girls were 
assuming adult responsibility at a 
much younger age. As a market 
they were great in numbers, and easi- 
ly accessible with a respectable 
amount of discretionary income. 
Proof of the importance of this mar- 
ket is reflected in the number of 
fashion manufacturers serving it. A 
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few years ago, there were barely a 
dozen companies. Today there are 
over 200 bonafide subteen resources. 

\ series of ads was developed for 
trade publications. Each of these ads 
had certain common characteristics. 
All had large photos of a young girl 
in typical day-to-day 
showed her putting on lipstick, an- 
other showed a second girl opening 
up a box of nylons. Each ad carried 
the appropriate caption such as 
“They Buy Their First Black Dress 
Younger” in solid black at the top 
of a column listing eight other 
“firsts.” Each ad carried the entire 
list, but the appropriate caption was 
always at the top printed in black 
while the rest of the list was in grey. 


poses. One 


In turn, these ads were re-printed 
and mailed out in attractive colored 
folders to selected lists of advertisers, 
prospects and their agencies. In addi- 
tion, a special booklet called “Girls 
Are Growing Older, Younger All The 
Time,” containing a cross section of 
all the information developed, was 


prepared and mailed. 


Readers Are Queried 


To make sure that the facts and 
figures from all sources were true for 
American Girl readers, the editors 
asked them “How old were you?” to 
find out what ages they experienced 


the “firsts” that are a criteria of 
growing up. A questionnaire, un- 
glamorous and cluttered, was pub- 
lished in the April issue, The 22 
questions took a good 20 to 30 
minutes to answer. No incentive was 
offered for the return of the question- 
naire and the girl had to supply her 
own envelope and stamp. Three days 
after mailing there were 300 question- 
naires returned. Within three weeks. 
the desks at American Girl were cov- 
ered with 20,000 completely filled in 
questionnaires and even as late as 
October, replies are still coming in. 
The findings bear out the updated 
American Girl image of the early 
teen market. 


Highest Linage in History 


The result of this effort, encompass- 
ing not only space and direct mail but 
workshops, seminars and other forms 
of promotion as well, have seen the 
highest advertising linage in the his- 
tory of the magazine in the August 
1961 issue...up 11% from August 
of 1960. All indications point to in- 
creased vitality and growth in the 


months and years to come. Our 


population continues to increase. 
youngsters have more money to spend 
and yes, girls are growing older. 


younger all the time. e 





Keep Him 


Forever 
With a fine 
Professional! 


Portrait 


SELLING THE ( AGES 


The Professional Photographers of America Inc. 
institutes a mammoth program to get kids back 
into the portrait studio. 


ier SEVEN AGES of Childhood is 
the name of the first phase of 
a projected 10-year advertising pro- 
motion and public relations program 
to establish firmly in the public mind 
a buying habit for portraiure at 
specific ages of life. The program 
is created and produced by the Pro- 
fessional Photographers of America 
Inc. for its members throughout the 
United States and Canada. The first 
phase, dealing with the ages of child- 
hood, (and the subject of the award- 
winning DMAA campaign) will run 
for two or three years. Its creation 
stemmed from the realization that 
portrait photography must be adver- 
tised to create a desire on the part 
of the buying public for quality 
photos of the family. 

“Ideally,” says Frederick Quell- 
malz, Executive Manager of the PP 
of A, “this would be accomplished 
with a sound national advertising 
campaign, but funds were not avail- 


able. Therefore, we reasoned, if we 
designed good materials, made them 
available for local placement and 
convinced our members of the im- 
portance of using them, hundreds of 
local campaigns would work together 
for national impact. To meet the re- 
quirements of all the various mem- 
bers, materials were designed for all 
media—direct mail, newspaper, radio, 
billboards, motion pictures, televi- 
sion, point of sale—however, the 
backbone of the entire campaign was 
a direct mail series of eight pieces.” 


The Basic Package 
Through the PP of A, members 


were invited to purchase a basic 
package of 2,000 direct mail pieces, 
newspaper ad mats, radio transcrip- 
tions, publicity materials and repro 
proofs, and point of purchase mate- 
rials. (Not included in the basic 
package but also available were bill- 
board posters, television films, mo- 


tion picture films, and studio dis- 
plays). The cost to each member for 
the package was $200. 

The 2,000 direct mail pieces were 
made up of 8 different pieces to be 
mailed at regular intervals to the 
member’s list of 250 names. These 
names would be compiled locally by 
the member from whatever sources 
he deemed best (birth announce- 
ments, school rosters, etc.). The 
PP of A would handle all addressing 
and mailing. 

The first piece mailed to the pros- 
pect is a personalized letter from 
PP of A President Lawton E. Os- 
borne, informing him that a booklet 
describing the seven ages of child- 
hood is on the way to him. Fifteen 
days later, this booklet, prepared for 
the association by Eastman Kodak, 
is mailed to the prospect. Between 
the time this booklet is mailed and 
the first of a series of six postcards 
is sent out, the member receives a 


THE REPORTER OF DIRECT MAIL ADVERTISING 





copy of the list which he can use for 
local telephone follow-up. 

Shortly thereafter, a series of six 
full color postcards are mailed out 
at 90 day intervals. These cards, 
carrying brief copy, feature full-color 
photos of children at the ages of 
6 mos., 2 years, 4 years, 7 years, 12 
years, and 16 years.* 

While members must purchase the 
basic package to take advantage of 
the program, they are not restricted 
to 250 names and can order addi- 
tional groups of 50 names at $29.75 
for each group. In all cases, this 
figure includes postage anu address- 
ing. If a member wants to do his own 
mailing, he can order a supply of 
cards at a lower price, but to qualify 
he still must have purchased the basic 
package. 

*Confusion in the woodshed. PP of A’s 
promotional material and the Kodak book- 


let, also include the age of “1 year”, but 
there is no color postcard for this age. 
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Born in New York City, Fred Quelimalz, Executive Secretary of the Professional 
Photographers of America, spent most of his boyhood in Baltimore, 

Maryland, before receiving an A.B. degree from Princeton University. 

At the age of nine, he built his first pin-hole camera and since then has 

been honored by many photographic organizations for his contributions to 
photography. During New York’s World’s Fair, he was 

Director of Photographic Activities. A Navy veteran, he lives with 

his wife on a 56-acre farm in Kutztown, Wisconsin. 


Approximately 12% of the associ- 
ation’s 3,000 members are currently 
participating in the program. Non- 
member photographers cannot use 
the program unless they first become 


members of the PP of A. 
Results 


“The Seven Ages of Childhood,” 
says Fred Quellmalz, “was (and is 
being) sold to the membership pri- 
marily through direct mail and 
through the association’s monthly 
publication. Of participants who 
started the program early in the year, 
here’s what some of them had to say 
about results. 

“First two clients paid for the 
mailing expense. They said ‘thanks 
for the reminders; the booklets are 
beautiful.” 

“We have had a 10 percent in- 
crease in the age category of the 7 
ages. 


“Our first quarter of 1961 was the 


best we ever had.” 

“Customers on our mailing list 
have been bringing their babies up.” 

“Three sittings paid for the entire 
program. 

Children’s sittings are up 30 per 
cent over last year.” 

“About five per cent of the mailing 
list has responded.” 

“In addition,” Fred Quellmalz said, 
“to direct results, we of PP of A feel 
certain that many long range benefits 
will accrue. This is only the begin- 
ning of a great cooperative effort that 
will benefit the industry today and 
preserve it for the future.” 

At the conclusion of this campaign 
to sell childhood portraits, two new 
campaigns will be instituted — “The 
Seven Ages of Man” and “The Seven 
Ages of Women.” It is anticipated 
that a similar format will be em- 
ployed with these future efforts. « 
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ARNETT BOULEVARD & WELLINGTON AVENUE 
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ONE HUNDRED 
DOLLARS 
WELL SPENT 


The pioneer 
tradition of 
neighbor helping 
neighbor was re- 
vived when an 
experienced 
advertising 
man helped a 
local service 
station operator 
through troubled 
times. 





_—— TOLD BILL TAYLOR that reno- 
vation of his Chevron service 
station might lead to serious financial 
losses. Customers would be reluctant 
to drive into the station once it was 
stacked with bags of cement and piles 
of lumber. And even if he managed 
to survive the face-lifting, once his 
tanks became temporarily inoperative 
(with the changeover to larger ones) 
his gasoline customers would go else 
where — permanently. 

But “they” didn’t reckon with a 
determined man who had faith in 
himself and faith in the people he 
had been serving over the years. 

Bill Taylor is one of many small 
businessmen in Rochester, New York. 
and a mechanic by trade. He doesn’t 
know an awful lot about advertising, 
but he does know about people. He 
felt if he could reach his customers 
and tell them what he was going to 
do and ask for their continued loyalty 
through the weeks of renovation. he 
would come through nicely with li'tle 
loss of income. Bill’s friend, Clyde 
Everhart, sales manager for Rochester 
Envelope Company, does know some- 
thing about advertising, and knowing 
Bills problem, offered to help him 
compose a letter to Bill's list of 300 
“regular customers.” 

This letter, which was mailed in 
April 1961. demonstrated direct mail’s 
power to communicate on a personal 
basis. In the letter Bill announced the 


remodeling, described the new facil- 
ities being installed, invited the re- 
cipient down to the station to look at 
the plans, explained that he would 
be using the facilities next door for 
any repair work, and told recipients 
that as regular members of the Bill 
Taylor Sidewalk Superintendents 
Club, they would get regular reports 
to keep them up to date on progress. 
The letter, reproduced in full on this 
page, established Bill as an 
hometown boy, anxious to 
succeed. 

“With the second letter,” Bill said. 
“the campaign began to pay off. Since 
service and pumping operations were 
now divided, [| had to hire another 
man, one who had been helping out 
in the evenings on a part time basis. 
There was a question as to whether 
i could maintain enough service work 
to justify this extra man now... even 
though I knew I would need him 
when the new station was completed. 
The experts said there would not be 
enough service work, but this letter 
brought in enough business to keep 
him busy almost all the time, while 
| handled the pumps.” 

This second letter (headed You Be 
The Boss!) was followed up by Letter 
3, described by Bill as the most crit- 
ical in the campaign. The letter ex- 
plained that the pumps would be 
out of operation for a few days, and 
invited the customer to drop in to 


easy- 


voing 
going 
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any other local Chevron dealer and 
say that Bill Taylor sent him. 

“A gasoline ‘dead’ 
when he can’t dispense gasoline,” 
Bill said. “He also runs a very grave 
risk that his customers will forget to 
come back once they have been forced 


operator Is 


go to some other gas station for 
gas. Except for one half-day, however. 
the two of us kept constantly busy on 
repair and service work during the 
week our pumps were out of service. 
There was an additional dividend, 
too. It was after this letter that we 
noticed that the wives, as well as their 
husbands, were beginning to kid us. 
A neighborhood station operator can 
be sure he is ‘part of the family’ 
when the women start joking with 
him.” 

The fourth letter went out 


to go 


almost 
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immediately afterwards, notifying cus- 
tomers that at least some of the new 
pumps had been installed. “Within 
two or three days we were pumping 
as much gas as we had been before 
the shutdown, even though our cus- 
tomers still had to thread their way 
betwen barricades to get to the 
pumps. Every customer mentioned 
the letter, almost without fail.” 
“The final letter of the series*,” 
Bill continued, “enclosed an individ 
ually inscribed and signed ‘diploma.’ 
The art work of the diploma was 
purposely kept primitive. My custom- 
ers know I am no Michelangelo. The 
response exceeded all expectations. In 
fact one fellow told me if I quit 
sending letters. he would quit bring 
ing his car in. Needless to say I have 


*Not illustrated. 


Left, Bill Taylor’s station prior to the complete 
renovation. Three months later, with his cus- 
tomers still sticking with him, his station was 
modern and large enough to handle addi- 
tional business. 








no intention of abandoning direct 
mail now that I have discovered what 
it can do. A new series is already 
planned in order to capitalize on the 
good will these letters generated.” 
The total cost for this campaign 
did not exceed $100, most of it for 


printing and postage. Clyde Everhart 


donated his services as “copywriter” 
and in their spare time, Bill and his 
assistant Dick, folded and inserted 
letters, and affixed 3¢ stamps for 
single piece third class delivery. The 
results of the campaign, of course, 
showed that the predicters of dire 
straits for Bill and his station were 
about as the 
experts who picked the L. A. Dodgers 
to beat the Baltimore Orioles in the 
World Series. e 


correct as pre-season 





HOW TO KEEP 
A LIST 


UP TO DATE 
PART TWO 


Continued from October 1961 issue in which the 
authors discussed human and mechanical errors which 
result in undeliverable mail. 


C, REVIEW YOUR ENTIRE LIST PERIODICALLY 


1. Use your salesmen, servicemen, technicians, distributors 
or dealers. 

HOW: Send each person, salesman or other, a copy of 
the list for his territory. Enclose a business reply envelope 
and a little note. In the note brag a little bit about the list 
and its accuracy and about how careful you are to keep it 
up to date. Imply that you are sending him the list to help 
direct his activities toward the best possible prospects. 
Don't come right out and say so, but suggest vaguely that 
some changes might be required, because of upheavals in 
the last week or so. Indicate that some unique situation 
might make an additional practical if he feels he can 
detend his choice. Don't ask him to do a list-cleaning job. 

WHAT HAPPENS: He'll show you! He'll go over your 
list word for word, searching for errors, and will enjoy 
eliminating the non-prospects and adding new prospects to 
your list. If he is the spirited-salesman type, you will prob- 
ably get back the most accurate list you have ever had in 
the files. 

2. Check against newer directories. 

How: If your list has been built from directories, list 
the source, if possible, beside each name. Order the new 
directories as soon as they are available. Once in a while, 
it will be possible to get the publisher to send advance 
proofs. 

WHAT HAPPENS: To a certain degree, of course, di- 
rectories are out of date before they are received, so it’s 
important to use directories as soon as you can get them 
and to be careful that you are not “correcting a more 
recent correction.” (You may have received a post-office 
correction that is newer than the directory material.) 
Nevertheless, if your list source originally was based on 
directories, you need the constant review, or your list will 
gradually die out in effectiveness. 

Following this practice, you should be able to make 
a 10 to 15 per cent correction in your list before you make 
your next mailing. (This will be smaller or larger, depend- 
ing upon your ability to keep the list up to date during the 
time between directories.) Theoretically this should in- 
crease returns on your mailing by 10 to !5 per cent. 


3. Have an executive review 8 per cent of your list each 
month. 

How: Arrange with the company maintaining your list 
to run off 8 per cent of the list, as currently corrected, each 
month. 

WHAT HAPPENS: This method is practical for com- 
panies who are mailing to reasonably high-quality lists . . 
where many of the names are known to executives of the 
company. A personal review of such a list is practical 
because no method af list correction is 100 per cent per- 
fect, particularly wien the list contains the names and 
titles of people in business. 

Regardless of the list, the typical executive finds it 
“impossible” to review an entire list at one time. He keeps 


John Yeck 
and 
Jack Maguire 


putting it off, even when he is convinced that the idea is 
a good one. On the other hand, when he is faced with only 
one-twelfth of the list each month (and knows that another 
one-twelfth will be coming around in four weeks), he is 
more likely to find the time to give the list a brief review. 


4. Send names to local sources, other than postmasters, 
who can check on the individuals. 


How: Group names for each post office and send them 
to people in that post-office area who have access to lists 
of names or who have general knowledge of inhabitants. In 
larger towns, you might send to letter shops; in smaller 
towns, to lawyers, justices of the peace, express agents, or 
bank clerks. 

WHAT HAPPENS: Of course, you will use this method 
only when you have “lost” very good prospects, customers, 
or members. It’s a last-ditch and relatively expensive 
method of obtaining a list correction. In addition to the 
cost of the mailing, you should either provide some sort of 
a “reward” for the person who is doing the job for you 
(money will do) or use some common interest for your 
contact. (If there are only three or four names in a town 
to check, for example, then you might ask your own 
lawyer to send letters to small-town lawyers . . . or exploit 
some similar relationship. People are usually willing to do 
reasonable favors for a stranger if they can identify them- 
selves with the stranger in any way.) Since you are prob- 
ably using this method only for difficult cases, you will 
probably not get a very large response. 

5. Check the list itself for duplicates. 

How: A skilled person, with a feel for mailing lists, 
reviews the list occasionally, in search of obvious or 
suspected duplications. 

WHAT HAPPENS: She finds some obvious duplica- 
tions and removes them. She also finds “suspected dupli- 
cations.” These generally occur through misspellings or 
errors which are not incorrect enough to interfere with 
mail delivery. “John S. Jones” and “J. L. Jones” at the 
same address may be father and son. But they may also 
be the result of poor handwriting of an “L” at some time 
in the past. 

In alphabetical filing, a slight misspelling of a man’s last 
name may cause duplications. If a good memory during 
the list review, or the geographical refiling of mailing 
pieces as they are about to be mailed produces a “John F. 
Jones” and a “Jone F. Jones” at the same address, the 
reviewer has a suspected duplication. In the same’ way, 
slight errors in spelling of street names will not affect 
delivery. . . . Since the postmaster will deliver a package 
to 846 S. Main St. even if it’s spelled “Mane” St. But the 
two streets, in a geographical file (which often prevents 
duplication better than an alphabetical file) will not be in 
the same place. Communities across the country are con- 
stantly changing street numbers, too. And the discovery of 
“two” men with the same name living at different numbers 
on the same street is cause for a little investigating. Rural 
routes are often loaded with similar names living at 
difficult-to-distinguish different addresses. 

At Aldens, for example, when they find suspected dupli- 
cates, they put all the similar names on a card. If there are 
ten names or less, they send the card to one of the names 
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on the list and ask whether the names are duplicates or 

members of the same household. If there are more than 

ten, they send the list to the postmaster asking for the 
same information. 

D. RENT YOUR LISTS. LET THE OWNERS KEEP THEM 

CLEAN. 

1. List houses have lists available by business category, etc. 

2. List brokers are able to rent you lists owned by others, 
classified by interests. 

3. Magazines or similar list owners rent them direct. 

4. Names of phone owners, home owners, “occupants,” 
parents, brides, high-income people, etc., are available, 
locally and nationally. 

HOW: Literally hundreds of organizations throughout 
the country are in the business of compiling or renting 
lists. Some of them may contact you by mail. However, 
your most practical approach is to make a careful study 
of the type of people you want (their occupations, charac- 
teristics, or whatever aspect tends to qualify them as your 
best prospects) and turn this description over to your local 
direct mail agency. From their extensive files of list 
sources, they can either recommend or get in touch with 
a number of sources to obtain the best list available. No 
one list source is “best” for any purpose. Almost every 
large list operator has some specialty which makes his list 
superior in some area. 

WHAT HAPPENS: Since you are renting the list, the 
list renter addresses your mailing piece for you as part of 
the rental price. You pay this rental each time you use the 
list. However, it is the list owner’s obligation to keep the 
list clean. Some list owners are more effective than others 
in this regard. And part of the service of your direct mail 
agency is an intelligent collection of the best (highest 
quality) list source. When you do get corrections to lists 
which you rent, it helps to return these corrections to the 
list owner The more renters who do this, the cleaner his 
list remains. Lists which are constantly used, by many users 
who cooperate in keeping them clean, are obviously in 
excellent shape. 

E. KEEP YOUR LIST GROWING. A LIST IS NOT UP TO DATE 

AS LONG AS ANY GOOD PROSPECTS ARE MISSING. 


1. Ask customers to add names of others who might be 
interested. 

HOW: If you are selling by mail, it is not unusual to 
add a few lines to your order blank, with room for the 
recipient to add the names of friends he thinks might be 
interested. If your unit of sale is a large one, you might 
be willing to offer him a premium for the name of a friend 
who then purchases within a certain period. 

If your mailing is informative or especially interesting, 
you can get some additions by enclosing a business reply 
card with room for names on the back and a request for 
the names of friends interested. Sometimes a company’s 
house organ or small printed leaflets or folders are used 
for this purpose. 

WHAT HAPPENS: Generally speaking, the names 
which are suggested to you are reasonablly well “qualified.” 
That is, your customers or prospects will not normally 
recommend people who are not likely to be customers too. 
This is another instance of improving your list inexpen- 
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sively, since the requests go as part of another mailing, and 
the names they produce are usually good ones. While it’s 
unusual to get great numbers of names this way, some 
companies have been quite successful. One company (men- 
tioned by Metropolitan Life Insurance) sent a processed 
letter to 4,000 customers, together with a prospect blank, 
asking for names and addresses of prospects. Replies were 
received from 492 customers, who furnished 2,180 names 
of prospects. Sometimes a company will ask if there is any 
objection on the part of the customer to using his name 
in soliciting the prospects he has listed. In the above case 
33.4 per cent of the customers replying gave this per- 
mission. 

2. Mail to a broader list with some kind of offer to 
“qualify” prospects. 

When a mailing list has too many nonprospects on it, 
your mailings are bound to be ineffective. So you'll aim to 
do most of your mailing to known prospects. Broader or 
more general lists, with a Jow percentage of prospects, can 
be valuable, however, if you use them as a source for more 
prospects to add to your regular lists. Your objective, when 
mailing to this broad group of “suspects,” is to get the 
prospects to “raise their hands” and identify themselves, or 
to “qualify” themselves as prospects for your product or 
service. 

HOW: Develop some kind of free or special offer 
which will have maximum appeal only to your good pros- 
pects. (A booklet entitled “Hints on Keeping Mailing Lists 
Clean” will be requested primarily by people who have 
mailing-list problems and are, therefore, qualified prospects 
for a mailing service.) Mail to the general list, making 
this offer and enclosing a reply card or envelope to make 
it easy for your prospects to answer. 

WHAT HAPPENS: People who are interested in your 
offer (and are, therefore, qualified prospects) send in for 
it. The more restricted your offer (the /ess interest it has 
for nonprospects), the fewer returns you will receive. But, 
since you want to restrict replies to qualified prospects 
worth adding to your mailing list, you don’t want very 
many returns. In fact, a high percentage of returns to this 
type of mailing is an indication of failure, rather than 
success. Assuming that your judgment on the original list 
is correct (that it was a general list containing only a small 
percentage of prospects), too high a return indicates that 
your offer was of interest to nonprospects as well as pros- 
pects. Next time you will want to define the values of your 
offer more carefully, so that they will appeal only to your 
prospects. 

You may or may not follow up the offer with a sales- 
man’s call to substantiate the customer’s qualification. If 
your mailing program is extensive enough, this may pay, 
since you do not want nonprospects on your basic list. 
And, no matter how restricted your offer, a few replies will 
come from nonprospects. 


3. Use mass-media advertising with coupons or editorial 
releases to make special offers “for prospects only.” 

HOW: This method of adding names to mailing lists 
follows the same technique as outlined in the suggestion 
above, except that the offer is made through a press release 

(Continued on Page 30) 





or through advertising 


In most instances, any mass medium reaches many 
readers who are not prospects for your particular product 
or service. Any offer of general interest will bring plenty 
of response, but not necessarily from prospects. So here 
again, as in the suggestion above, you offer material or 
information which is of interest only to your prospects. 


A typical offer for this purpose is a booklet. And the 
selection of a title for the booklet is important since this 
is often your only offer (“Send for our free booklet 
——. Typical titles on booklets used for 
qualifying prospects are: “How to Solve —————— 
(insert the problem which creates the need for your 
product); or “How to Enjoy —— ——" (insert 
the benefit which your product brings) Obviously 

a high percentage of the requests for those booklets will 
come from qualified prospects. 


—__—_—") 


WHAT HAPPENS: As in the illustration above, quali- 
fied prospects for you have a tendency to respond to your 
offer. After getting their inquiries, you either add their 
names to your mailing list directly or make some further 
effort (by salesman, follow-up letter, etc.) to make sure 
that they actually are qualified prospects. 


4. Enclose guarantee cards with your products to get 
names of users or dealers. 


HOW: It’s a common practice of manufacturers to offer 
a warranty against defective materials or workmanship 
with each of their products, contingent upon the return ol 
the warranty card properly filled out. A simple business 
reply card, enclosed with the product, will do the trick 
(This card is often used for other purposes as well, a sur- 
vey of buying influences or motivations, etc. But we are 
concerned here only with its use as a source of customer 
names. ) 


WHAT HAPPENS: A good percentage of the purchasers 


will return a warranty card, particularly on items which 
they think may cause some trouble. In time this pro- 


duces a fair list of users and an excellent list of dealers, 
particularly the larger dealers in that item 


5. Attach cards to cartons to get names of dealers. Some 
times distributors are reluctant to provide names of deal- 
ers. Since you cannot write the dealer, you must devise 
a method of getting him to write you. You can use much 
the same system as is used with customers and warranty 
cards. 


How: Offer a dealer co-op advertising, sales-promotion 
tips, information for his service department, or some other 
attractive offer. Put this offer on a business reply card or 
on a larger, attention-getting piece and attach it to your 
cartons. If the dealer customarily unpacks your product 
for delivery to the final customer, you can pack your dealer 
message inside the carton. 


WHAT HAPPENS: Unless your offer is unusually at- 
tractive, you will not get a very high response by using 
this method. But it is inexpensive and may be the only 
practical way you have of getting dealer names. If the 
practice is continued, possibly with a variation of offer 
from year to year, you will soon build a substantial dealer 
list 


Include space for list information on salesmen’s reports. 

How: There are all kinds of opportunities in this area. 
If your salesmen make written reports without using a 
form, you just keep reminding them to check the mailing 
list against their knowledge of the firm. In these cases, it’s 
best to provide salesmen with 3 by 5-inch cards or similar 
records containing the current list. Whenever a salesman 
makes a call, he returns the card for that company with 
any corrections which he may have discovered. When this 
card is received at the mailing house, the corrections he 
recommends are made to the list and a new card processed 
and returned to him. Ordinarily, no attempt is made to 
keep his list up to date on post-office changes, etc., re- 
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ceived by the mailing house 

When salesmen have printed forms on which to report, 
leave room on the form for list corrections. It’s even more 
effective to require an answer to the question: “Should any 
changes be made in our mailing list for this company?” 

WHAT HAPPENS: This depends upon the salesman. Some 
salesmen will report list corrections regularly, and others 
will not. However, if space for corrections is made avail- 
able, and if a particular salesman never makes any, it’s 
obvious that he is not keeping in close touch with the 
personnel changes in his prospects’ companies. 

7. Use newspaper or trade-paper clippings to correct and 
revise current lists. 

How: Review each issue of the publication which best 
covers your list. Clip announcements or news stories which 
might affect your list immediately. File them, and before 
each mailing, make the corrections which have developed 
in the meantime. 

WHAT HAPPENS: This is a relatively expensive method 
of list control because it takes a good deal of time. But 
it is also one of the best methods for keeping lists really 
current. 

8. Use “investigators” who search for prospects. 

HOW: You simply hire people to go out and look for 
prospects. This goes one step beyond the newspaper or 
trade-paper clipping area because you send investigators 
into the field to gather your own “news.” 

WHAT HAPPENS: Your results depend upon the quality 
of your investigators. And of course, this frequently de- 
pends upon their rate of pay. If you are a local concern 
and hire an investigator to develop a list of cars with worn 
tires. houses that need paint, sidewalks that need repair, 
etc., it is usually best to spot-check the investigator before 
adding all the names he furnished to your list. However, 
if your investigator is dependable, this can be one of the 
most effective of list-building methods. 

9. Be sure to add new customers as you get them. 

For many businesses, customers are the most valuable 
prospects. Yet customers’ lists are often “built” and then 
forgotten, as far as adding your new customers is 
concerned. 

HOW: One method is to check all new invoices against 
current mailings lists. If a company’s business consists 
primarily of reorders, however, this can become an expen- 
sive operation. In such cases, someone who is familiar with 
the names of old customers can do an initial screening. 
Another method is to make periodical additions from 
ledger cards or similar records. 

10. If using a purchased list, buy a new one occasionally. 

A 1935 list of barber shops, even if cleaned constantly 
and efficiently through the years, would be far from up to 
date by now. If you purchased a list originally, the chances 
are that the same problems that kept you from building 
your own list then, still remain. Perhaps you don’t really 
have the facilities to develop a complete list, or perhaps 
you find it less expensive to buy a list than to build one. 
The list house where you purchased the list, on the other 
hand, has gone right on compiling new lists from the 
original sources. Warning: Even list houses aren’t perfect. 
And you may have live names on your current list which 
will not be included on their new one. So a check of the 
new list is in order. 

HOW: Purchase the latest list from your list house. 
If you have made few corrections or additions to your list, 
just substitute the new list for the old one. However, if you 
have made regular corrections, you should check your old 
list against the new one. When you find completely new 
names, add them to the list. When names are on your list 
but not on the new list, or are on the new list at different 
addresses, take them off your list temporarily and use one 
of the methods suggested under B above. (Ed. October issue) 

Do not do this just “any time.” Ask your list house to 
tell you the best time of the year for a revision. (Some 
lists are based, primarily, on annual directories or regis- 
trations. Obviously, if auto licenses are purchased each 
December, you won't want to buy a new list of car owners 
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in November. ) 
11. In retail stores, get clerks to obtain names and ad- 
dresses when making cash sales. 

HOW: If you are using sales slips for every customer, 
simply ask the clerks to get names and addresses for cash 
sales as well as credit sales. If you do not offer credit or 
don’t use sales slips for cash sales, you will have to provide 
special slips for clerks to use. 

WHAT HAPPENS: All names and addresses obtained 
by the clerks are reviewed to see whether they fall in the 
store’s trading area, etc. Qualified names are added to the 
mailing list. 

Incidentally, the decision to obtain the names of cash 
buyers is usually followed by a flurry of activity, which 
then gradually tapers off. Clerks must be reminded of the 
policy frequently. And sometimes it is necessary to pro- 
vide some kind of a small cash bonus for obtaining the 
names. In other instances, the number of qualified names 
you receive may be increased by making the request selec- 
tive, asking only for names of people who purchase over 
a certain amount or who purchase certain items. 


F, REDUCE ERRORS IN HANDLING AND MAINTENANCE. No 
LIST IS UP TO DATE IF IT’S FULL OF MISSPELLINGS OR 
OTHER ERRORS. 

1. Use skilled typists for typewriter addressing. 

HOW: If you type your addresses in your own office, 
recheck the addressing of each typist periodically to see 
that she is taking sufficient care with the addresses. Many 
typists consider envelope addressing a burdensome chore 
and are not especially concerned about accuracy when ad- 
dressing. Sometimes their attitude will change, if you make 
spot checks of their work. 

If you purchase typewritten addressing outside your own 
office, be sure that you are getting the quality of address- 
ing you want. Commercial firms often give you the choice 
of various addressing methods: (a) full address, (b) use 
of normal abbreviations where possible, or (c) “skeleton” 
addressing. Unless you specify full addressing, you may be 
receiving “skeleton” addressing (with Mr., Miss, or Mrs., 
Street, Road, or Avenue all omitted, street names abbre- 
viated, the word “City” used, etc.) 

2. Use mechanical addressing when possible. 

Mechanical addressing provides greater accuracy. Once 
an addressing plate has been prepared and proofread, it 
remains accurate. Mechanical addressing, in addition, is 
much faster than typing, so that mailings can be produced 
more quickly. 

A common rule of thumb indicates that your mailing 
list can be switched to mechanical addressing at a lower 
cost if you intend to make six mailings or more of the list. 
In the interest of accuracy, some people put their lists on 
mechanical-addressing equipment for even fewer mailings. 
(The number six is not entirely accurate, on a cost basis, 
for every list. The exact number will depend upon the 
anticipated number of changes in the list and the frequency 
of mailing. If a list is to be used for ten years, but only 
once a year, it should probably never be plated. On the 
other hand, if it is to be used for four quick mailings, with- 
out time for list changes, it will probably be economical 
to use mechanical addressing, even if it is never used 
again. If the list is to be used over a long period of time 
and a number of address changes are anticipated, it may 
be necessary to count on eight or ten mailings before it is 
economically feasible to switch to mechanical addressing. ) 

This computation, of course, ignores the matter of 
accuracy, which is important in keeping lists up to date. 

Obviously, it is not necessary (nor usually desirable) to 
obtain your own mechanical-addressing equipment. Com- 
mercial addressing services are available, where skilled 
help provides good service at reasonable prices. 

Even with the Best of List Maintenance, 
Lists Get Out of Date 

George J. Cullinan, former vice president of Aldens, 
Inc., now president of the George Cullinan Organization, 
Chicago, once said: 
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Very probably most mail-order people think they do a good 
list-maintenance job, and the efforts they make are imposing 
enough to give credence to that thought. But can our own 
list-maintenance program, however imposing, be called good 
when: 

1. On each of 8 media mailed annually we have 2% nixes 
or 16% in all? 

2. When one-third of a “clean,” “purged,” and “pure” list 
of customers, who have bought substantial amounts of mer- 
chandise in the past six months, fail to buy at all from a series 
of mailings aggregating 3,000 pages over a period of a year? 

3. When a company makes over 1,500,000 “new” customers 
a year over a period of 20 years, and yet its total has never 
exceeded 3,000,000? 

Yet this is what actually happens in all of the major mail- 
order companies and is very likely happening to other direct 
mail companies, and this despite a list-maintenance pro- 
gram involving daily, monthly, semi-annual checking of the 
list file. 


Have List Specialists Maintain Your List 

Direct mail advertising has such tremendous power 
that much of it is successful in spite of poor list mainte- 
nance. Yet how much better it could be if lists were given 
regular doses of “Tender, Loving Care.” 

Good lists mean more sales and higher profits for the 
same proportion money. 

So it makes sense, and dollars, to have list specialists 
maintain your list. 

Although it would seem to be routine, list maintenance 
is not an “easy” job. Even when you follow all of the 
above suggestions, the problem of keeping the physical list 
corrected is a ticklish one. 

When you try to maintain lists in your own offices, you 
find: (1) The job gets put off, because it’s tedious. This 
increases costs, since it is usually cheaper to make a correc- 
tion than to mail even a single extra mailing. (2) Because 
maintenance is difficult, unskilled people tend to compound 
errors. And the high-priced people who can do it satisfac- 
torily are more profitable on other work. 

So turn the maintenance of your list over to a specialist 
Skilled list workers develop a sixth sense for slightly dit- 
ferent duplications; learn to decipher the scrawls of post 
men; practice methods that reduce errors; and understand 
the need for extreme care in list handling. 


Take Your Mailing List Seriously 

If—as the result of reading this chapter—you think that 
building and maintaining a good list is a lot of hard work, 
you are absolutely correct. But so is any form of successful 
selling. And time spent with your list will often pay ofl 
at a higher hourly rate than time spent any other way 
Your list is the heart of your direct mail. 

Remember, the basic philosophy of mailing lists is as 
simple as golf: “Get all prospects on your list. Get all 
nonprospects off.” 

“On” and “off” are equally important. Do not slight 
either. e 





Our thanks to McGraw-Hill for allowing us to publish, 
in its entirety, Chapter Five from Planning and Creat- 
ing Better Direct Mail, “How To Keep A List Up To 
Date.” 


Members of this magazine’s staff who have read the 
book are impressed both by the freshness of approach 
and the detailed research which has gone into its 
pages. Authors Yeck and Maguire cover every phase 
of direct mail advertising and selling from lists to 
copy to formats, providing a wealth of basic informa- 
tion for the novice and advanced data for the ex- 
perienced professional. It may well become the basic 
text for direct mail advertising courses throughout the 
country. 

Copies may be ordered direct from the publisher, or 
if you prefer, send your request direct to this maga- 
zine and we'll see that you receive a copy. Price is 
$6.95. 





AWARDS PRESENTED 
AT MASA CONVENTION 

Fifteen direct mail firms from all 
over the United States and one from 
Canada took top honors in the 40th 
annual awards competition of the 
Mail Advertising Service Association 
International. Formal awards were 
presented October 9th at the MASA 
Convention at the  Statler-Hilton 
Hotel in New York City. 

The Fifth Avenue Lettershop, New 
York John How ie 
Wright symbolizing the best 


City, won the 
Cup, 


creative advertising program promot- 
ing a direct mail concern. (See April 
1961 Reporter of Direct Mail.) Bob 
Fox presents the cup to Charlie Laz- 
arus (center) and Bob Jurick (right Fe 

The other top award, the D, Stuart 
Webb Memorial, established in 1957 
to honor the memory of the late 
Baltimore advertising executive who 
pioneered in creative direct mail, 
went to American Mail Advertising, 
Inc., Boston. It was earned for the 
company’s creation and production 
of the Oxford Paper Company’s 
direct mail promotion of its new 
“North Star” coated 
September 1961 Reporter of Direct 
Vail). 

Other big winners in this year’s 
competition were: The Letter Guild. 
New York City, which won a blue 
ribbon as well as an honorable men- 


papers. (See 


tion for mechanical excellence in 
direct plate processing for offset (up 
to and including 10” x 14” presses). 
Warren Lettershop, Warren, Ohio, 
took home two blue ribbons, one for 
letterpress printing and the other for 
forms. One of last 
year's Smith 
Company, San Francisco, won a blue 
ribbon for varityping and IBM com.- 
position and received an honorable 
mention in the D. Stuart Webb 
Memorial Award contest. 

The Minneapolis firm of Bachman 
& Associates won the blue ribbon for 


administrative 


heavy winners, The 


mechanical excellence in automatic- 
ally typed letters. Aero Mail-Vertisers. 
Milwaukee, took the top prize for 
mimeographing, as it has a number 


32 


of times in recent years. 

The Mail Advertising Bureau, Inc., 
Seattle, walked away with the multi- 
graphing blue ribbon, while Steven- 


son-Brothers, Philadelphia, got the 
nod for the metal plate processing 
award. 

The blue ribbon for 
excellence in offset printing (over 10° 
. went to Premier 
Printing & Letter Service, Houston, 
Texas, 

Jo-Lee Mail Advertising Service. 
Pittsburgh, repeated its 1960 win in 
the competition for the Mimeo Art 
Cup for stencils created by hand. The 
second Mimeo Art Cup for reproduc- 
stencils went to 


mechanical 


presses } 


tion of electroni 
Holmes Lettershop, Lemoyne, Pa. 

The Cleveland Letter Service, Inc.. 
Cleveland, Ohio, came out on top in 
the competition for the Lettershop 
Advertising Exchange Plaque. 

Other companies receiving honor- 
able mention in various categories 
were: Taylor Duplicating & Mailing. 
Inc., Montreal, Quebec, Canada, ad- 
ministrative forms; Ambassador Mail 
Advertising Co., Bellmore, N. Y.. 
direct mail shop promotion; Taylor 
& Co., Portland, Oregon, direct mail 
shop promotion; St. John Associates, 
New York City, creative campaign 
for a client. 

At the closing banquet ceremonies 
on October 9th, Harry Scherman. 
Chairman of the Board, Book of the 
Month Club, New York, was honored 
with the Miles Kimball Award, con- 
ferred annually by the MASA on 
the person who has made the most 
outstanding contribution toward the 
effective use of direct mail adver- 


tising. Mr. Scherman is the tenth 
winner of the Kimball award, seen 
here accepting the plaque from Leon- 
ard Raymond of Dickie-Raymond 
(left), Kimball Award Chairman. 


Local Awards Chairman was Bob 
Fox, Hooven Letters Inc.. New York 
City. Judges were: Amos Bethke, di- 
rector, Central Printing, Time, Inc.; 
William Clary, 
manager, Air France, Inc., and Peter 
V. Struby, manager of public rela- 
tions and advertising, Cerro Corp., 


all of New York. e 


sales 


development 


LHJ: ON THE BALL 

\ baseball, attractively 
in a specially created box, arrived on 
the desks of 2,500 advertising influ- 
entials the day the Series opened in 
New York. Said the teaser caption 
on the box: “Our pitch is straight 
and fast.” As the top was lifted from 
the box the four sides of the box 
fell away from the baseball perched 
inside. At the same time a pink pen- 
nant mounted on a rigid spring 
popped up. 

On the ball was the caption (in 
pink): “Ladies’ Home Journal's got 
more on the ball.” Also on the ball, 
the signatures of notables writing for 
and written about in the magazine. 

Copy on one flap read as follows: 
‘A rundown of the comparative line- 
ups in the women’s field leads to one 
conclusion right off the bat: Ladies’ 
Home Journal has more on the ball 
more big names, more hit ideas, and 
a dazzling new array of crowd- 
pleasing tactics. Which is why the 
Journal is enjoying the hottest streak 
of all on the newsstands. Which is 
also why smart managers are streak- 
ing for the Journal for the °62 sea- 
son! Are you on deck?” 

Intrigued, we called Robert Kyle, 
creative Director for Ladies’ Home 
Journal in Philadelphia. It seems they 
have been working on this particular 
item since July 15th. 

The baseballs presented a problem. 
To print the copy and reproduce the 
signatures, LHJ needed the hides 
which they would print and then 
return to the manufacturer for stitch- 
ing. But 2,500 is a very small order 
and too small for the large baseball 
manufacturers, As luck would have 
it, Bob Kyle discovered a_ local 
Philadelphia ball maker who agreed 
to the proposition. The caption (in 
pink) and the signatures (some in 
black, some in blue) were silk- 
screened on the hides and returned 
to the supplier for stitching. 

The 2,500 who received this pro- 
motion piece represent the magazine's 
prime advertisers and prospects along 
with top agency personnel. e 


packaged 
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DENVER AREA 
BBB SUSPENDED 


The Denver Area Better Business 
Bureau was suspended on October 
15 from membership in the Asso- 
ciation of Better Business Bureaus, 
according to an announcement by 
ABBB President Victor H. Nyborg. 
Cause of the action was the Bureau’s 
“Emblem of Truth” program, parts 
of which violated the Association’s 
bylaws and policies, The Denver Bu- 
reau is now prohibited from using 
the regis‘ered trademark Better Busi- 
ness Bureau name and ABBB emblem 


owned by the association. It will 
no longer receive the cooperation of 
ABBB member bureaus. 

Following a suspension last May 
by the ABBB’s Board of Governors, 
a special committee was organized 
to aid the Denver Bureau in adjust- 
ing those parts of its program in 
conflict with the bylaws and policies 
of the national group. 

All points at issue were adjusted 
satisfactorily with the exception of 
a proviso which the Denver Area 
BBB’s board of directors refused to 
relinquish. That concerned the right 


of the Denver organization to use 
the “Emblem of Truth” in its own 
advertising to promote the program 
locally. Such advertising would leave 
the door open for the Bureau to list 
names of participating advertisers and 
would direct the attention of the pub- 
lic to the emblem which participating 
advertisers would use in their ad- 
vertising and in_ their places of 
business. 

The ABBB’s board of fovernors 
believes that such advertising by the 
Denver Area BBB would constitute 
the endorsement or approval of par- 


Do you spend money on Direct Mail? 


or...Do you MAKE money with Direct Mail? 


There is a big difference between spending money for so-so results, and 


getting top results consistently. It’s the difference between a mailing piece 


and a Printed Salesman. 


A Printed Salesman is creative talent and a knowledge of your market 
translated into paper and ink by the finest equipment. It is the result of 
years of experience, and close contact with the latest techniques, both 
creative and production. It is your story told in such a way that even in a 
whisper it can be heard above the noise of the crowd. 


If you spend money on Direct Mail, we should get together. 








-PMA 


PROMOTION MAIL ASSOCIATES and its new affiliate 








complete production service. 


¢ PRINTING 
¢ ADDRESSING 
¢ MAILING 
¢ BINDERY 


PROMOTION MAIL ASSOC., INC. 


32 Gazza Blvd., Farmingdale, N. Y. 


SUnset 5-1380 
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complete creative service. 


« COPY 

¢ ART 

- PACKAGE DESIGN 
¢ MAILING LISTS 


CREATIVE SERVICE ASSOC. 


505 Fifth Avenue, New York 17, N. Y. 


MUrray Hill 7-0866 











ticipating business firms. ABBA pol- 
icy prohibits the commercialization of 
the Better Business Bureau name and LABELING 
prohibits any BBB from approving. 

endorsing or recommending any com- by Cheshire machine and hand 
Dick Strip at CA speeds up vol- 
ume mailings while cutting down 
their cost. For prompt, precision 
labeling of publications, catalogs, 
tabloids, as well as envelopes, 
write or coll: 


TYPING 


fill-ins to match our multigraph or 
offset letter copy is a low-cost CA 
specialty. For a perfect fill-in match 
of pica, elite or executive body 


pany, organization, person, product 
or service, directly or indirectly. 

Action by the board and member 
bureaus of the association was taken 
with considerable reluctance. ® 


NEW BOOKLET 
AVAILABLE 

A new DMAA Research Report en- 
titled Modern Mechanical Addressing 
Systems is available from the DMAA. 
The price is $5.00 per copy. 

Written by Ed Lustig, president of 
Circulation Associates. New York. the 
report covers all phases of mechanical 
addressing including cost factors, up- 
keep, filing, selectivity, embossing 


type, os well as economical envel- 
one addressing, write or call 








CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y. C. 
JU 6-3530 


and proofing, hand typing, and label 
systems. 

If interested, address your inquiries 
directly to DMAA, 230 Park Avenue. 
New York 17, N. Y. e 
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MAIL ORDER TRENDS—JANUARY-SEPTEMBER, 1961 


Lewis Kleid (Lewis Kleid Inc.. 25 West 45th Street, New York 36, 
N. Y.) periodically checks prominent mail order operators to determine 
just how well selling by mail is faring across the country, both in the 
consumer field and in the business and financial field. His data for the 
first nine months of this year, printed below, indicates that mail order 


for outstanding 


sales promotion thru the 
medium of DIRECT MAIL 


... proving authority in 
know best! 





FIFTH AVENUE 
LETTER SHOP INC 
LITHOGRAPHIC ASSOCIATES INC 
110 Fifth Ave., New York 11, N. ¥ 


Code 212 —CH 2-5311 


LOOKING 
FOR 
LISTS? 


See Pages 
42 & 45 


PREMIUMS, 


coupon and inquiry handling at 
CA includes every phase of fulfill- 
ment, from material storage, PO 
order pick-up, to shipping. For top 
coordination and control of any 
merchandise or literature mailings, 
write or call 


CIRCULATION ASSOCIATES 


226 W. 56th ST., N.Y.C. 
JU 6-3530 





is doing well in some areas, not well in others. 


You may or may not agree, but there is a widely held theory among 
some mail order operators that the comparative prosperity or misfortunes 
of mail order selling is a barometer of things to come in the marketplace 
in general. Say these theorists, mail order volume will increase or decrease 
about six months prior to the same general trend in overall sales through- 
out the country. 


If you subscribe to this theory, you may find these satistics valuable 
in formulating your plans for the coming year. 


If 100 represents “Break-even,” check the box 
which most nearly represents results for the 
first 9 months of 1961. 
Business & 
Consumers Financial 
Over 100 (Profitable) 53.7% 65.6% 
Approx. 100 (Break-even) 38. 21.9 
Under 100 (Poor) : 12.5 


If 100 represents sales for the first 9 months 
of 1960, how would you rate 1961? 


w 


Over 100 

Approx. 100 
Approx. 75 
50 or under 


who 


3. If you used space advertising during 1961, did 
it cost you more or less per order than 
direct mail? 


Did not use space advertising 28. 10. 
Cost about same 38. 30. 
Space more expensive , 13.3 
Direct mail more expensive . 16.7 
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DENVER AREA 
BBB SUSPENDED 

The Denver Area Better Business 
Bureau was suspended on October 
15 from membership in the Asso- 
ciation of Better Business Bureaus, 
according to an announcement by 
— President Victor H. Nyborg. 

‘ause of the action was the Bureau’s 
“Emble 2m of Truth” program, parts 
of which violated the Association’s 
bylaws and policies. The Denver Bu- 
reau is now prohibited from using 
the registered trademark Better Busi- 
ness Bureau name and ABBB emblem 
owned by the association. It will 
no longer receive the cooperation of 
ABBB member bureaus. 

Following a suspension last May 
by the ABBB’s Board of Governors, 
a special committee was organized 
to aid the Denver Bureau in adjust- 
ing those parts of its program in 
conflict with the bylaws and policies 
of the national group. 

All points at issue were adjusted 
satisfactorily with the exception of 
a proviso which the Denver Area 
BBB’s board of directors refused to 
relinquish. That concerned the right 
of the Denver organization to use 
the “Emblem of Truth” in its own 
advertising to promote the program 
locally. Such advertising would leave 
the door open for the Bureau to list 
names of participating advertisers and 
would direct the attention of the pub- 
lic to the emblem which participating 
advertisers would use in their ad- 
vertising and in their places of 
business. 

The ABBB’s board of governors 
believes that such advertising by the 
Denver Area BBB would constitute 
the endorsement or approval of par- 
ticipating business firms. ABBA pol- 
icy prohibits the commercialization of 
the Better Business Bureau name and 
prohibits any BBB from approving, 
endorsing or recommending any com- 
pany, organization, person, product 
or service, directly or indirectly. 

Action by the board and member 
bureaus of the association was taken 
with considerable reluctance. ® 


COUPON MAGAZINE TO 
HAVE 7 MILLION 
CIRCULATION 


It isn’t direct mail, but it’s an in- 
teresting advertising and promotional 
idea that might spark a thought in 
the minds of some readers. 

Starting in January 1962, at least 
fifteen supermarkets throughout the 
country will begin distributing a 
monthly magazine called “Shopper’s 
Reward”. The magazine will feature 
76 coupons with a total redemption 
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Outstanding Direct Mail Successes. Fully described and illustrated in 
ADVENTURES IN SELLING portfolio series. DMAA members re- 
ceive them as an association service, now available to non-members at 
$1.00 each. Send for list AS. The Reporter of Direct Mail, 224 7th St.. 
Garden City, L. L., N.Y 





creative? US? 
Nope—no creativity here! But we DO 
excel in reproducing YOUR creative 


direct mail material — addressing — 
mailing it. Service is good — price is 
eure always honest 
ATLAS LETTER SERVICE 


K i, ox 87, Glendale 6, Calif 524 S. Spring, Los Angeles 13 MA 4-5181 











for all your Direct Mail needs: 


for text, display and ornamental use 

in hand or machine composition 
Type . in metal or quality reproduction proofs 
Type. . in sorts—by the letter, line or pound— 


or in fonts for set-it-yourself use 


TYPE over 280 fine type faces in more than 1800 size 
fonts...plus 422 different Strip Rules, 
Decorative Borders and Full Face Rules. 


For finest, fastest service, send your next type job to 


LOS ANGELES TYPE FOUNDERS, INC. 
225 EAST PICO BLVD. ¢ LOS ANGELES 15, CALIF. ¢ RIcHMoNp 9-2248 


DIRECT MAIL 


ONE OF THE 


Largest Service Agencies in the West 
$ave By Our Service ! 


. Completely Automated 5. From Catalog to Number 6 Size 
Filing - Maintaining 412 Million . Cheshire Automatic Labeler 
Customer Lists . Hi-Speed Pollard 
Faster - 14% Million Per Day Ca- Alling - Metal Plate 
pacity 8. Catalog & Magazine Mailing 
Phillipsburg Automatic Inserters 9. Bulk or Ist Class Mailings 


LOWER COST THAN YOU CAN DO IT YOURSELF 


Our 17-Minute Movie Gives a Complete Review of All Our Services Available for Your Use 
She wn at No Obligation on Your Premises 


Call 


| NO 5-4271 


Mailing House 


° Also Known as 
nc. Publishers Consultants 


1019 NORTH MADISON AVE., L. A. 29, CALIF. 




















Producers of result getting 
direct mail campaigns for 
western markets. Complete 
automatic reproduction and 
mailing facilities. 


The Smith Company 
47 Fremont St. - San Francisco 
SUtter 1-6569 


75 experts on our staff 
to serve you daily. 


value of approximately $75.00. Ac- 
cording to the plan, a copy of this 
magazine will be given free to every 
purchaser of $10.00 or more. 

Readers must enclose a box top 
or other “proof of purchase” with 
the coupons. These, in turn, are sent 
to a redemption agency in an en- 
velope provided in each magazine. 
The sender will receive a check for 
the amount provided, or he can di- 
rect that the check be sent to a 
charitable organization of his choice. 

Stanley Arnold, noted merchandis- 
ing consultant who, along with Mur- 
ray Konecky of Shoppers Publishing 
Co., developed the new magazine. 
feels this alternative will gain sup- 
port for the publication from char- 
itable institutions. 

Supermarkets participating in the 
plan will pay $20 per thousand copies 
for the publication, but according 
to Arnold, will be rebated up to 
$17.50 per thousand for proof of 


advertising and promotional efforts 
on their own part to call attention to 
the media. 

Says Arnold, “Participating super- 
markets will have an added incentive 
to offer their own clientele at little 
cost to themselves. Moreover. they 
will be spared the need for clerical 
work and bookkeeping now required 
for coupon handling.” 

Wonder what would happen if a 
book of coupons such as this were dis- 
tributed free of charge through the 
mails? e 


A GOOD LETTER 

We like this letter from Grit Pub- 
lishing Co. of Williamsport, Pa. All 
Grit letters are good but this one is 
important because of its crack at the 
“numbers game” now being played 
by too many of the national mag- 


azines. 
Girt or GRIT 

If we had a mind to, and went all out 
with a cut-rate subscription drive and 
heavy sales pressure, we don’t doubt for 
a moment that we could successfully qual 
ify for membership in the Numbers Race. 
Trouble is we'd have to change our name 
from GRIT to GIRTH . . and this we'd 
never do 

Perhaps we're old-fashioned up here in 
Williamsport, but nearly 79 years in the 
business of publishing GRIT have given us 
a few quaint notions. One of these, for 
example, is that circulation, whatever its 
quantity, can only be genuine to be effec 
tual. Another is that proved readership is 
infinitely more valuable to advertisers than 
any number of presumed readers 

If any publication's success rested upon 
circulation instead of readers, editors would 
quickly be replaced by circulation man 
agers. The assassination of the publishing 
industry would soon follow. 

GRIT, we'll have you know, is bought 
and subscribed to by readers. Every week 
of the year, over 850,000 families in some 
16,000 small towns from coast to coast buy 


Sales-Centered 


DIRECT 
MAIL 
PROGRAMS 


designed, written, 
preduced and mailed. 


Smith & 


Hemmings 
ae 


Serving Southern California 





Business firms since 1924 


2617 South Broadway, Los Angeles 7 
Richmond 9-9266 





it, read it, like it and react to it. 

No arms are twisted and no bribes are 
given to anyone to read GRIT. It’s bought 
to be read and not on impulse. As evidence 
of this, we need only underscore the fact 
that 88% of GRIT circulation consists of 
single-copy sales. Week after week, in 
other words, GRIT readers confirm their 
desire for and interest in GRIT. 

Readership alone would warrant your 
use of GRIT. Now add to this the fact that 
GRIT picks up where the mass media leave 
off and you harness the full impact of 
Balanced National Coverage. 

Sincerely yours 
(Signed) Gilbert E. Whiteley 
Advertising Director 


WORTH THINKING ABOUT 


Here is another short editorial by 
one of our favorite house magazine 
editors, General Horton Bath. This 
one appeared in The Little Gazette, 
monthly house magazine of Judd & 
Detweiler, Inc., Washington 2, D. C. 

A century ago, when Thoreau was being 
roundly criticized for daring to be different, 
he observed: “You would think there was 
a tax on thinking and originality.” You 
might think so, even today. The pressures 
toward conformity of thought and behavior 
seem to be even stronger than in Thoreau’s 
time. We take our opinions and conduct 
cues from columnists, commentators, adver 
tisers, fashion experts, and government 
spokesmen. When we have an impulse to 
think or act differently from our neighbors, 
most of us hasten to get over it before 
it embarrasses us. 

Why should we? If God didn’t make two 
fingerprints alike, it is scarcely likely that 
he intended all people to be—or think 
alike. If you are worried at times because 
you seem different from other persons, 
wake up! You are not supposed to be like 
them. Make the most of your exciting op- 
portunity to be yourself. Discover what 
a relief it is not to pretend. - 
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oa oon AREA 
SUSPENDED 

The Denver Area Better Business 
Bureau was suspended on October 
15 from membership in the Asso- 
ciation of Better Business Bureaus, 
according to an announcement by 
ABBB President Victor H. Nyborg. 
Cause of the action was the Bureau's 
“Emblem of Truth” program. parts 
of which violated the Association’s 
bylaws and policies, The Denver Bu- 
reau is now prohibited from using 
the registered trademark Better Busi- 
ness Bureau name and ABBB emblem 
owned by the association. It will 
no longer receive the cooperation of 
ABBB member bureaus. 

Following a suspension last May 
hy the ABBB’s Board of Governors. 
a special committee was organized 
to aid the Denver Bureau in adjust- 
ing those parts of its program in 
conflict with the bylaws and policies 
of the national group. 

All points at issue were adjusted 
satisfactorily with the exception of 
a proviso which the Denver Area 
BBB’s board of directors refused to 
relinquish. That concerned the right 
of the Denver organization to use 
the “Emblem of Truth” in its own 
advertising to promote the program 
locally. Such advertising would leave 
the door open for the Bureau to list 
names of participating advertisers and 
would direct the attention of the pub- 
lic to the emblem which participating 
advertisers would use in their ad- 
vertising and in their places of 
business. 

The ABBB’s board of frovernors 
believes that such advertising by the 
Denver Area BBB would constitute 
the endorsement or approval of par- 
ticipating business firms. ABBA pol- 
icy prohibits the commercialization of 
the Better Business Bureau name and 
prohibits any BBB from approving. 
endorsing or recommending any com- 
pany, organization, person, product 
or service, directly or indirectly. 

Action by the board and member 
bureaus of the association was taken 
with considerable reluctance. ® 


COUPON MAGAZINE TO 
HAVE 7 MILLION 
CIRCULATION 


It isn’t direct mail, but it’s an in- 
teresting advertising and promotional 
idea that might spark a thought in 
the minds of some readers. 

Starting in January 1962, at least 
fifteen supermarkets throughout the 
country will begin distributing a 
monthly magazine called “Shopper's 
Reward”. The magazine will feature 
76 coupons with a total redemption 
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value of approximately $75.00. Ac- 
cording to the plan, a copy of this 
magazine will be given free to every 
purchaser of $10.00 or more. 

Readers must enclose a box top 
or other “proof of purchase” with 
the coupons. These, in turn, are sent 
to a redemption agency in an en- 
velope provided in each magazine. 
The sender will receive a check for 
the amount provided, or he can di- 
rect that the check be sent to a 
charitable organization of his choice. 

Stanley Arnold, noted merchandis- 
ing consultant who, along with Mur- 
ray Konecky of Shoppers Publishing 
Co., developed the new magazine, 
feels this alternative will gain sup- 
port for the publication from char- 
itable institutions. 

Supermarkets participating in the 
plan will pay $20 per thousand copies 
for the publication, but according 
to Arnold, will be rebated up to 
$17.50 per thousand for proof of 
advertising and promotional efforts 
on their own part to call attention to 
the media. 

Says Arnold, “Participating super- 
markets will have an added incentive 
to offer their own clientele at little 
cost to themselves. Moreover. they 
will be spared the need for clerical 
work and bookkeeping now required 
for coupon handling.” 

Wonder what would happen if a 
book of coupons such as this were dis- 
tributed free of charge through the 
mails? e 


GENERAL ELECTRIC’S 
500,000 FEET 


“What do you pay for when you 
buy a lamp?” 

General Electric’s Large Lamp De- 
partment answers this question for 
its commercial and industrial custom- 
ers and prospects during its current 
direct mail campaign. 

Each prospect received a box con- 
taining a candle in the form of a 
miniature wax foot. 


lamp,” the 
accompanying explained, 
“you're paying for footcandles—units 
of light mased on the old-fashioned 
‘standard’ candle. This ‘foot’ candle 


“When you buy a 


message 


Little Sir Heco says . . 


e 


NO LOOSE 
EDGES ON 
HECO 

WINDOW 
ENVELOPES 


because. 


Heco envelopes have an 
exclusive window gumming 
process that just won't let 
enclosures catch. Our enve- 
lopes are made for fast ma- 
chine inserting 


H BECO mr eiore co 


4500 CORTLAND ST. CHICAGO 


CAPITOL 7-2400 





Now 
Available 


18 case histories of outstanding 
direct mail campaigns, each 
one a DMAA Award Winner. 

Part of this series — 
Adventures in Selling — 

is given to each DMAA member 
as an association service. 

Now non-members may 
purchase individual case history 
portfolios at only $1.00 each. 


All types of problems are 
covered in all categories — 
industrial, mail order, low 
budget, retail. Send today 
for free AdvSell list. 


The Reporter of 
Direct Mail 
Advertising 


224 Seventh Street, 
Garden City, L. 1., N. Y. 














will give you an idea of what we 


mean. 

General Electric is distributing 
more than half a million of these 
candles to dramatize the introdu 
tion of its new F-40 fluorescent lamp. 
which gives users ¢ per cent more 
light at no extra cost. 

By employing the improved 40 
watt fluorescent lamps, G.E. reported, 
existing light levels can be increased 
“without single extra 
penny for 
tricty.” Or, in new 
users can obtain desired 
levels with fewer lamps and fixtures 

The “foot” candle promotion is 
being supplemented with an extensive 
advertising program in business and 


spending a 
lamps, fixtures or elec- 
installations, 
lighting 


trade magazines. ® 


NEW HEAD AFFIXES 
MULTI-WIDTH LABELS 


A new labeling head which applies 
labels to printed pieces from multiple- 
width label forms prepared on com- 
puter equipment has been announced 
by Cheshire, Inc., 1644 N. Honore 
Street, Chicago. The head can be 
supplied with any standard Cheshire 


Labeling Machine. 


The new head is specially designed 


to handle labels printed in sequence 
from left to right on 3, 4 and 5 label 
wide forms. These wide forms can be 
printed directly by computers such 
as the IBM 1400 series which are fed 
from data on magnetic tapes. This 
direct “print out” by the computer 
onto multiple-width label forms re- 
duces printing time as much as 80% 
over conventional one-wide tape strip 
preparation. 

The wide forms are fed by tractors 
to a guillotine cutter on the labeling 
machine which shears off the strip of 
3, 4 or 5 labels. This strip of labels 
is then picked up on a wheel and cut 
into individual labels as the wheel 
revolves. The individual labels are 
then picked up by a vacuum wheel, 
carried past a glue-applying roller, 
and then applied to the printed 
material. Up to 18,000 labels can be 
applied per hour. e 
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MAIL ORDER TRENDS—JANUARY-SEPTEMBER, 1961 


Lewis Kleid (Lewis Kleid Inc., 25 West 45th Street, New York 36, 
N. Y.) periodically checks prominent mail order operators to determine 
just how well selling by mail is faring across the country, both in the 
consumer field and in the business and financial field. His data for the 
first nine months of this year, printed below, indicates that mail order 
is doing well in some areas, not well in others. 

You may or may not agree, but there is a widely held theory among 
some mail order operators that the comparative prosperity or misfortunes 
of mail order selling is a barometer of things to come in the marketplace 
in general. Say these theorists, mail order volume will increase or decrease 
about six months prior to the same general trend in overall sales through- 
out the country. 

If you subscribe to this theory, you may find these satistics valuable 
in formulating your plans for the coming year. 


If 100 represents “Break-even,” check the box 
which most nearly represents results for the 


first 9 months of 1961. 
Business & 


Financial 
65.6% 


Consumers 
Over 100 (Profitable) 
Approx. 100 ( Break-even ) 38. 21.9 
Under 100 (Poor) ; 12.5 


If 100 represents sales for the first 9 months 
of 1960, how would you rate 1961? 


Over 100 10.7 
Approx. 100 37. 
Approx. 75 20.3 
50 or under 


If you used space advertising during 1961, did 
it cost you more or less per order than 


direct mail? 


Did not use space advertising 
Cost about same 

Space more expensive 

Direct mail more expensive 


any number of presumed readers. 
If any publication’s success reste upon 


A GOOD LETTER 


We like this letter from Grit Pub- 
lishing Co. of Williamsport, Pa. All 
Grit letters are good but this one is 
important because of its crack at the 
“numbers game” now being played 
by too many of the national mag- 
azines. 

Girtn or GRIT 

If we had a mind to, and went all out 
with a cut-rate subscription drive and 
heavy sales pressure, we don’t doubt for 
a moment that we could successfully qual- 
ify for membership in the Numbers Race. 
Trouble is we'd have to change our name 
from GRIT to GIRTH . . . and this we'd 
never do. 

Perhaps we're old-fashioned up here in 
Williamsport, but nearly 79 years in the 
business of publishing GRIT have given us 
a few quaint notions. One of these, for 
example, is that circulation, whatever its 
quantity, can only be genuine to be effec 
tual. Another is that proved readership is 
infinitely more valuable to advertisers than 


circulation instead of readers, editors would 
quickly be replaced by circulation man- 
agers. The assassination of the publishing 
industry would soon follow. 

GRIT, we'll have you know, is bought 
and subscribed to by readers. Every week 
of the year, over 850,000 families in some 
16,000 small towns from coast to coast buy 
it, read it, like it and react to it. 

No arms are twisted and no bribes are 
given to anyone to read GRIT. It’s bought 
to be read and not on impulse. As evidence 
of this, we need only underscore the fact 
that 88% of GRIT circulation consists of 
single-copy sales. Week after week, in 
other words, GRIT readers confirm their 
desire for and interest in GRIT. 

Readership alone would warrant your 
use of GRIT. Now add to this the fact that 
GRIT picks up where the mass media leave 
off and you harness the full impact of 
Balanced National Coverage. 

Sincerely yours 
(Signed) Gilbert E. Whiteley 
Advertising Director 
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Postal Roundup 


UR POSTAL ROUNDUP can be very 

brief for the next few months 
since not much of importance* will 
happen until Congress resumes its 
deliberations in January of 1962 

As you all know by now from news- 
paper articles and association bulle- 
tins, the proposed bill to increase 
postage rates bogged down in the 
final days of Congress. The House 
Post Office Committee had finally ap- 
proved a bill which would have been 
acceptable to many people in the di- 
rect mail field. The bill provided that 
742° of total cost would be repaid 
to the Post Office by the Treasury 
from general taxation for the public 
service functions of the Post Office. 
The bill raised first-class and airmail 
by 1¢. Second-class rates were raised 
slightly. Third-class bulk minimum 
was retained at 242¢. But we think 
single piece rate for regular third- 
class is just about pricing that kind 
of material out of the mail. We also 
think it is silly to keep on raising 
the poor old postal card up and up 
and up. 

The postal rate increase bill failed 
to pass this last Congress because the 
Rules Committee sent it to the House 
under a “no amendment allowed” 
provision. The House voted against 
that closed rule. So the same bill 
will come before the next session of 
Congress in 1962 with a wide open 
provision allowing for all sorts of 
amendments and arguments. The en- 
emies of direct mail will most likely 
try to get third-class rates raised still 
higher. You can ail take a breather 
for the next couple months . . . and 
then get ready for another fight. 

During the last round of arguments in 
Washington... you heard many men- 
tions that the government needed the 
revenue from increased postage rates 
in order to meet the challenge of 
greater expenditures for defense, etc. 
Those arguments are unsound. Con- 
gressmen and administrators should 
remember that the United States 
postal service works within the frame- 
work of the Universal Postal Union 

. an organization of all the coun- 
tries of the world. One of the basic 


*This column was written before the announce- 
ment of proposed parcel post rate increases. 


principles of the UPU, and largely 
responsible for its founding, is that 
postage rates should be as low as 
possible and the service should be a 
truly public service in the literal 
sense; and that rates should never 
be set as a source of taxation or 
revenue. # * * 

See 123.53 of the Postal Manual 
for a new regulation concerning cor- 
rection of mailing lists by local post 
offices. If you want to arrange your 
list in the sequence of carrier route 
delivery, have non-existing addresses 
removed and have the mistaken ones 
corrected, the post office will do this 
work for you, charging for only 
those addresses corrected. This is 
quite a concession, for previously the 
POD charged 5¢ for every name on 
the mailing list when they were 
correcting those lists. However, postal 
clerks will not be allowed to add new 
addresses. But you will be able to 
obtain from the post office, the total 
number of names on the carrier route. 
The gap between your list and the 
carrier count will show you how 


many names were missing. 
aa 7 . 


The Postmaster General has just 
submitted to the Interstate Commerce 
Commission, proposed increases of 
about 6% in parcel post rates and a 
13.8% increase in catalog rates. In- 
cluded in the proposal were revisions 
in the size and weight limits of par- 
cels. Postal laws require consent of 
the ICC before parcel post rates can 
be increased. The law states that the 
difference between revenue and ex- 
penses in parcel post operation must 
not exceed 4%. PMG Day reported 
an annual deficiency of $89 million. 
William Henderson, Executive Vice 
President of the Parcel Post Associa- 
tion said that the proposed increases 
demonstrate thoughtful reflection on 
the part of the PMG. He could make 
no further comment until association 
specialists have an opportunity to 
study the proposed increases in more 
detail. Under the proposed rate re- 
vision, no parcel mailed within an 
1800 mile radius — through the sev- 
enth zone—would be increased more 
than 6¢. Beyond this point — eighth 
zone—the largest increase would be 
U¢. @ 





Direct Mail and Mail Order 


COPY 


@ thot makes SENSE 
@ thot makes SALES 


@ that mokes BUYERS want 
to do business with you 


Write me about your plans 
or problems 


All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 


Winner of two DMAA Best of Industry 

Awards . . Dartnell Gold Medal . 

Editor of IMP, “The world’s smallest 
house organ” 


MULTIGRAPHING 


by Triplehead at CA gives you 2- 
color letterhead, 2-color body copy 
plus signature in arlother color... 
all for the price of printed letter- 
heads alone. For beautiful, quality 
somples and low cost, write or call: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 





—— DIoPOSAL OF SURPLUS ——— 


OFFICE EQUIPMENT 
CUMM:NS BUS!NESS MACHINES 


Model No. 272 — ENDORSER 
Serial Ne. 2580 — In Good Condition 
SPECIAL PRICE $295. 


PITNEY BOWES INC. 


Tickometer (counting and imprinting mach'ne) 
Serial No. 6299 — Model TIC-3 In Good Condition 
SPECIAL PRICE $495. 

Terms — Net Cash 
FOB—Atiantic City, New Jersey 
Subject to Prior Sale 


CONTACT: Mr. Eugene Brog 
SPENCER GIFTS, 1601 Albany Avenue 
Atlantic City, New Jersey 
Phone: Atlantic City 345-3141 


COMMUNICATE OR DIE 


That’s what direct mail is all about. The 
expert judo artist or pretzel bender gains 
nothing if the good news is wasted on the 
empty air 

Direct Mail Briefs from Bringe talks about 
how to make your words make men move. 
Its personal opinion, capsule case histories 
and advice, criticism and comment may give 
you a useful idea now and then. It's free 
— and when you request it you won't be 
opening the door to sales pressure. Write 
today. 





Paul J. Bringe, Inc. 
P. O. Box 139 
Hartford, Wisconsin 


HOTE 








It ALL EIEN 


tHe YEAR-ROUND maine PIECE 
tHat WEVER Faics!!! ANNOUNCE NEW 
PRODUCTS, STORE OPENINGS, SPECIAL EVENTS, 
PRICES, INVITATIONS... ANYTIME YOU. WANT 


resuts. FREE SAMPLE! a.) ,- 


MARVIC ADV. CORP. 
861-FR MANHATTAN AVE. BROOKLYN 22, N. Y. 


COPYWRITER AVAILABLE 
Mail-Order — Direct Mail 


Sold 3-maps-for-$1 by radio: client made $25,000 
net first year. Brought in Kiplinger orders for 
$2.25. Ad for Funk & Wagnalls’ Americana book 
still makes money after 4 yrs. Ziff-Davis still uses 
sub. letter 5 yrs. old: 5%-7% return. Others: Ran- 
dom House, Simon & Schuster, Col. Rec. Club, 
invest. advis. svees, insurance, brarage firms, etc 
Full time preferred 

Box 112, The Reporter of Direct Mail Advertising 




















Upgrading 
|B ri st Oro) ons 


by Paul Bringe 


HE CINCINNATI TIME RECORDER 

letter was mailed from a branch 
office and apparently written by the 
branch manager. At least it has the 
earmarks of a letter written by a man 
who is interested in the equipment 
he is selling, who is interested in 
keeping his repairmen busy, but who 
is not adept at presenting in a letter 
the story of his product as his cus- 
tomer sees it. 

Give him credit for trying, and 
wonder why a well known and re- 
spected firm does not supply its 
branch offices with carefully planned 
mail. Dropping the mail promotion 
and lead getting chore into a branch 
manager's lap is a denial of home 
office responsibility. It is expensive 
and cannot be nearly as effective as 
a centrally controlled mailing pro- 
gram. 

This branch manager’s problem is 
for his and 
work for his repairmen on a product 
that excites very few businessmen. 
No one concerns himself with a time 


to get leads salesmen 


TIME RECORDER COMPANY 


uRtG. LANGHECE “ 
110) & Van GORE STREET « GAeREE 


jent lemen: 


f payroll protection and payroll 


me way 
IT BY A PENCIL? 


jpeaking 
that everybody xeeps time 
it with « pencil WHAT TIM 


mn his employees, or the 


nly reliable tim records are those obtained from 
rds can be mde before and after an employee has 


at wi What is the eraser at the em of «4 


The 
Pencil re 
can be changed 
anyhow? 


time 
lack 


There are mny 
becom Mable, 
both. 
pu leate with mechanical 
preventive mintensnce. 
quickly lose the respect 
and thus pose & serious prod ies. 


ld, obsolete or orphaned 
unre fue to inherent weaknesses, 
life every minute 
Time recorders, 

f your employees for the payroll 


which do not functi 


We operate « ff 
seasoned sales representatives and 
We carry 6n ample stock of time rec 
ribbons, and can render timely and 


ly equipped Factory 
top-grede, 
rders, time cards, card 
efficient service at all 


Let us quote you on replacing 
equipment. We will be happy to give you all 
fully sutomtic recorders with electric-trigger-action produ 
if you will, without obligstion, indicate your interest. 


We have been in business 6) years. 


vm 


ks in use, 
of mechanical 
Unlike other equipment, covered by maintenance agreements, time recorders 
of the day and night. 


clock until it trouble—then 
service is demanded in a hurry. So 
the real problem here is to get into 
the plant to see what kind of equip- 
ment is in use and check its condition. 
Only then can real selling begin. 

The Cincinnati letter talks gen- 
eralities without ever bringing the 
reader into the picture, until it asks, 
“if you will indicate your interest.” 
This is surely an oblique means of 
asking for a reply—sounds almost as 
though the writer was trying to slip 
that in without the reader _notic- 
ing it. 

The letter tries to talk with two 
different kinds of prospects at the 
same time. The first two paragraphs 
speak to the man who does not have 
a time clock. The third paragraph 
speaks to the man who has a time 
clock which (we hope) is giving him 
trouble. This cannot be effective mail. 
We must assume, and our list must 
be tailored accordingly, that all of 
our 
It is impossible to successfully sell, 


NaN , 1 1 


causes 


readers are users or non-users. 


sconsin District Maeneger 
2 WISCORSH! . Prene BReeduay | [S44 


audit, it is @ well-known fact 


ther. Some attempt 


a time recorder. 
com or gome. They 
pencil for, 


which have 
attention or 


They require 
on 1008 correctly, 


system they represent 


Branch st Milwaukee, staffed with 
factory-trained service engineers. 


racks and ink 
times. 


r thoroughly reconditioning your present 
the facts on our @ll-electric, 


ced registretions, 


ur recorders are years ahead of their 


time, because we sre progressive and have the engineering and memfacturing 


"know-how*® to produce the bes. end most advanced payroll ani 


equipment obtainable today. 


Wisconsin Distric 


ob time recording 


in the same promotion, the idea of 
owning a product where none is 
owned now and the idea of switch- 
ing to our product. 

The letter devotes a lot of talk to 
telling the reader about the fine serv- 
ice organization, the complete sup- 
plies in stock and the reliability of 
the product. This would be quite 
correct if the le:ter was from an 
unknown firm trying to establish 
itself in the field. But it is unneces- 
sary for a firm with the fine reputa- 
tion this one has. It could even be 
harmful, for it suggests the need to 
establish such capability. Assuming 
the reader is aware of Cincinnati 
Time Recorder quality is much the 
safer course. 

The letter’s major fault is that it 
does not bring the reader and his 
problems into the picture, Probably 
no one ever wants to buy a time 
clock. But a businessman does want 
an accurate, reliable and trouble-free 
method of keeping time records. We 
reach him by suggesting his 


~~ 1 


may 


f your time clock 
just a “little bit” wrong 


it's all wrong. 


witr tick of the clock in your plant y 
committed to pay for time you have purchased. 
tick of that clock your employee sells his 


every 
st th 

every 

time t 


you. 


isn't right could cost you m ir 


or cost you the confidenc 


A clock that 
than it's worth, 
yees, which could be a 
1 are like most of us, 
clock until its accuracy 

jamage has been done. 


week 
lot more expensive. 
you pay no attenti 
is chal 


lenged,. 


it been since anyone checked your clocks 
remember, then it's been long and 
a thorough check right now could save y 


far oo 
far to 


t I cost you @ penny to make 
engineers will be glad to check all 5 
lant and give you an honest report. If they are ir 
ondition he will tell you so. If they need 
you will have a detailed quotation listing 
st. in either case it costs you nothing tc 
f your clocks are accurate. 


sure. Une 


the clocks 


clocks could mean many dollars 
your books. You can eliminate 


card today. 


ninute off on your 
e profit side of 
risk by returning the enclosed 
f course, and you'l 
scorekeeper in 


There. is no obligation whatever, o 
the assurance that the ehectric 


is not playing favorites. 


have 


, 
ir plant 


Sincerely, 





clocks need attention — and that is 
what the rewrite tries to do. It fol- 
lows one of the tested and retested 
letter formulas. Suggest a problem 
your reader might not be aware of, 
suggest a solution and make it easy 
for him to act by offering preliminary 
service at no charge. 

Actually one letter cannot possibly 
do the long range job required here. 
A month after month reminder pro- 
gram to catch the reader when he is 
having trouble with his time clocks 
could be successful. And with the 
theme of time the variations that 
might be rung on such a program 
are endless. « 


TEST YOUR DIRECT 
MAIL KNOW-HOW 


Want to have some fun? Solve the case 
problem which follows this explanatory note 
The same problem was handed to the 39 
“students” who signed up for DMAA’s first 
Basic Training Course, held last September 
21-22 at the new Summit Hotel in New York 
City under tutelage of Sam Wasserman of 
James Grav and a host of “professors”, all 
pros in the field. 

Just to make it more interesting, we'll 
award $25.00 for the best answer in the 
opinion of the editors. This will really be oa 
test of your wide knowledge of how direct 
mail can solve tough problems. 


The Smith Department Store, in 


Buffalo, New York, has acquired 


$200,000.00 worth (full retail value) 
of “cocktail” aprons as a manufac- 
turer's closeout. This is a far greater 


amount than can be handled through 
normal store operations, but manage- 
ment feels it can use direct mail to 
move the product. Aprons are avail- 
able in a variety of styles and col- 
ors—all suitable for “party” occa- 
sions. The cost to Smith Company 
was 30¢ each. General retail value 
is $1.00 each, 

You have been called in at this 
point as a consultant to develop an 
effective direct mail program. You 
will present a memo to the Smith 
management containing all your rec- 
ommendations and, if your recom- 
mendations include the use of sales 
letters, you will submit your copy 
for one letter only. Your recom- 
mendations should cover a total mail 
marketing plan in outline, basic 
offers, pricing details, details of for- 
mat and production, copy appeals, 
quantities, da‘es, mail production and 
postal data . . . all data, briefly, that 
will indicate the what and how of an 
effective program. Your questions 
should be incorporated, even when 
you are not certain of acceptable 
answers. 

Your solutions should be _post- 
marked no later than December 15, 
1961. Mail them to _aanae, ” The 
Reporter of Direct Mail, 224 Seventh 
Street. Garden City. L. I.. N. 7.* 
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THINK bisa letter ‘ 


When you plan your next direct mail program, 
think Ansa-Letter. 


USE bisa letter = 


for @ Lower in-the-mail cost @ More returns per 
mailing @ Lowest cost per return, order, lead, 
inquiry, subscription, renewal, contribution . .. be 
sure to use Ansa-Letter. 


es yak 


— 


SPECIFY bisa letter ‘i 


If your orders are placed through your purchasing 
or production department, specify Ansa-Letter. 
You'll save money, you'll save time, you'll save 
headaches when you specify Ansa-Letter. 


Par 


a 
“ 


REMEMBER bisa letter 4 y: 


Remember, Ansa-Letter offers the complete pack- 
age: printed letter (multiple choice of formats and 
size), answer form (card, BRE, punch card, etc.), 
and outside envelope ... copy and art services by 
creative copywriters and able artists . . . prospect 
list recommendations . . . premium selection .. . 
addressing . . . full mailing services . . . post-mail- 
ing analysis! You'll get Many Happy Returns when 
you remember Ansa-Letter. 


Soy 


cao Cbise eter ~ i 


Now, when you start planning your next promotion 
is the time to call in your experienced, helpful 
Ansa-Man. Do it today! You'll be glad you did. 


SOON...MORE Regional Offices to serve you still better! 


eswletter |) 


200 HUDSON STREET, NEW YORK 13, N. Y. ‘worth 6-4500 


NEW ENGLAND REGIONAL OFFICE — WEST HARTFORD, CONN PHONE AD 2-7228 
SOUTH-WEST REGIONAL OFFICE tL PHONE WI 2-4830 


ante. 





HE DAY ROGER MARIS hit his Olst 
home run into the right field 
stands at Boston, the news was natur- 
ally filled with description of the feat. 
Follow up stories dealt not only 
with the swat, but the swag—‘Worth 
$500,000 in advertising endorse- 
ments.” 

The next evening Roger was shown 
fondling a well-known filterless cig- 
arette. He remained mum, but gazed 
lovingly at the little tube of nicotine 
while the mellifluous tones of the 
announcer told how he liked the 
taste, 

You'll see many 
dorsements, or testimonials, or what- 
ever you want to call them, as time 
goes on. They will probably run the 
gamut from cake mixes to Caribbean 
cruises. No doubt many of the prod- 
ucts will be ones with which Mr. 
Maris has had little or no personal 
contact or experience. 


more such en- 


Testimonials Worth Their Sait? 


While all this was happening on 
the national scene, a letter came from 
one of my clients commenting on a 
direct mail package I had just written 
for him. 

In the folder prepared for this 
client I had included several testi- 
monials from users of the product. 
His letter asked me to substitute for 
these testimonials a list of companies 
who had bought the product. 

Here I quote the client: “Recent 
results show that the use of testi- 
monials does not increase our returns. 
Whereas a list of users has proven 
very successful.” 

What with the wide-spread publi- 
city about the use of testimonials by 
national figures such as Maris, is the 
reading public beginning to look 
upon testimonials and endorsements 
as phony? 

From a purely logical point of 
view, what a user has to say about 
a product should be more important 
in swaying a prospect than any brag- 
ging the maker might do. However, 
this logic breaks down if the reader's 
faith in testimonials has been shaken. 
And certainly the Marises, the movie 
stars, the flagpole sitters (whatever 
happened to them?) et al, endorsing 
and giving testimony about the ex- 
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a monthly clinie 


conducted by Orville Reed 


cellence of products, might just be 
taking the wind out of the testimonial 
sails. 

While | know of no definite tests 
to prove the effectiveness of the testi- 
monial as a selling tool, | still use 
it for my clients when good testi- 
monials are available. 


What's a Good Testimonial? 


“Good” testimonials. to my way of 
thinking, are not those which say, 
“I like your product.” Or, “I think 
your service is wonderful.” 

The good testimonial is the one 
which has a built-in benefit in which 
the words of a user back up the 
claims made in the copy. 

When a letter or a folder talks 
about ruggedness, or long life, it still 
seems to make sense to offer as proof 
the words of a buyer. Such as, “We 
have run your machine 12 hours a 
day for a period of 3 years without 
a breakdown.” 

When the copy talks about savings 
or economy, its point certainly is 
strengthened by the words of a buyer 
who says, “We have kept careful rec- 
ords and know for a fact that your 
franistens have increased our produc- 
tion 20.3% over the last 6 months.” 

I’m a firm believer that every state- 
ment made in direct mail should be 
backed up by proof, where possible 

How do you feel about testimo- 
nials? Have you run any tests to 
prove or disprove their effectiveness? 

Are you impressed or sold by the 
testimony of a user of a product in 
which you are interested? 

Or do you feel that the Marises. 
the movie stars. and endorsers-for-a- 
fee have watered down their effec 
tiveness ? 

I'm speaking of the quoted testi- 
monial or endorsement. Of course. a 
list of users is, in essence, proof that 
a product does the job. But, to your 
way of thinking, is a list of users 
as effective as a user's testimony as 
to the excellence of a product o1 


service ? 


You Haven't Convinced Me! 
Most businesses are built on cus- 
tomer satisfaction. 


A good salesman will always give 
a good customer the “breaks” in 


price or delivery. 

But that way of doing business 
seems not to extend to selling of some 
magazine subscriptions. 

Got a special offer in my mail the 
other day from a magazine to which 
I have subscribed for at least 10 
years. Offered a saving of 50% of 
the regular subscription price. 

Along with it came a printed slip, 
a part of which I quote: 


If you are already a subscriber please 
forgive this intrusion. The introductory 
offer enclosed is for new readers who may 
not be sufficiently familiar with our maga- 
zine to justify purchasing a subscription 
at the regular price. Its purpose is to 
acquaint them with it so they may find 
out at the risk of a small investment 
whether or not it is a magazine that meets 
their needs and requirements. /t cannot be 
used to extend or renew subscriptions. 

Introduc‘ory offers play an important 
part in helping us bring you a better and 
more useful magazine. The increased circu- 
lation gained in this way has attracted 
more advertisers, and the additional revenue 
has made it possible to add many new 
departments without raising subscription 
prices 


There’s more, but this makes the 
point, 

In other words, I’m being told 
“We've got you. So why waste our 
money keeping you sold. We'll use 
the extra money you're paying for 
your subscription to get some new 
people on the bandwagon. And as 
soon as we've got them they'll be 
asked to pay the long and dirty 
price. 

The payoff is on the order card, 
which states: “SPECIAL OFFER FOR 
FORMER SUBSCRIBERS ONLY.” They 
certainly need no 50% reduction to 
get acquainted with the magazine. 

There must be some other subscrib- 
ers who feel as I do, and are now 
in the “former subscribers” file. 

Got an idea. The next time my 
subscription expires I'll let it go until 
I get one of these “50% off” offers. 
Then I'll re-subscribe at half the cost. 

A pitch like this makes me feel 
I’ve been “taken.” 


Basic Direct Mail Piece 


Every well run organization should 
have a basic booklet for general use 
by the sales and advertising depart- 
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ment, Few do. 

Such a basic booklet should be 
partly institutional, partly informa- 
tional, and partly a selling piece. 

The elements of such a piece are 
(1) background on the company 
(something about company policy, 
desire to serve, how long in business, 
ets.); (2) information about per- 
sonnel, pictures and thumbnail 
sketches of the president, general 
manager, sales manager, advertising 
manager—anyone who has contact 
with a company’s customers and 
prospects; (3) brief descriptions and 
illustrations of products or services 
offered; (4) a portion devoted to 
what satisfied customers say about the 
product or the service; (5) general 
information about the use of the 
product or service. 

It is invaluable in answering in- 
quiries, for sending with quotations, 
and in general promotion. 

Attractively produced it 
prospect the complete story of the 
product and what’s behind it. Tells 
prospects about the people he does 
business with when he places an or- 
der. Repeats the benefits he can ex- 
from the product or 


gives a 


pect to get 
service. 

A printed piece of this nature also 
cuts down on correspondence time. 
Where now an answer to an inquiry 
must necessarily include a paragraph 
or two of information the prospect 
wants to know about the company 
and personnel before he buys—that 
is all included in the booklet. 

It’s a sales builder, a goodwill 
builder—presents in compact form 
much of the information a prospect 
wants to know about a prospective 
supplier. 


Say What You Mean 

Stopping at a wayside service sta- 
tion in Georgia, the lady 
inquired: “Do you have a_ rest 
room?” 

“Nope,” returned the attendant. 
“When any of us gets tired, we just 
sits on one of them oil drums.” e 


motorist 


at filing! 


Oh, | think I'd be fine 
C, 0, £, F,G, Ht J K--- 


7 
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GE USES HUMOR IN SELF MAILERS 


A series of ten mailers featuring 
cartoons by Virgil Partch (VIP) are 
being used by the General Electric 
Company to help sell genuine G. E. 
renewal parts for major appliances. 

The mailers are part of a merchan- 
dising campaign now underway at 
General Electric’s Parts Distribution 
Center, New Concord, Ohio. Purpose 
of the campaign is to help sell appli- 
ance servicemen the idea of using 
genuine G. E. parts to service G. E. 
appliances. 
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Each mailer carries a full cartoon 
along with a sales message, They 
are being mailed directly from New 
Concord to appliance servicemen. 
However, an imprinted reply card, 
included in the mailer, carries the 
name of the closest distributor 
through whom parts may be ordered. 

The first three mailers tell dealers 
about (1) the one-year warranty on 
renewal parts, (2) the inherent bene- 
fits of using genuine G. E. parts, 
and (3) the fast delivery of parts. e 


A machine that labels up to 
16,000 printed pieces per hour? 


..and handles a wide range of sizes and thicknesses too? 
Yes, the Cheshire Model E! This remarkable machine automati- 
cally applies labels to all types of printed pieces at cost-cutting 
high speeds. Requires only simple adjustments to handle 


smaller postcards and envelopes... 


middle-sized pamphlets 


and brochures... or larger magazines, catalogs and quarter- 
fold tabloids. Applies wide-strip, narrow-strip, continuous pack 
form, cut or individual labels. Easy to operate, too! 


CHESHIRE 


betel 210). 7 -ae ae) 


The Cheshire Model E. 


Write for 


descriptive brochure. 


Dept. RDM-11, 1644 N. Honore Street, Chicago 22, Illinois 
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EVERAL MONTHS AGO, | read two 

fascinating publications, One was 
called the “Opus” and is written by 
Doctor Hummel Fishburn of Penn 
sylvania State University. It was 
mimeographed on both sides of its 
pages and the pages stapled together 
Obviously, Doctor Fishburn was mak- 
ing no attempt to entice readership 
through artful production. Nor did 
his copy ring of literary pretensions. 
In simple, undertone language, he 
merely recited the doings of the vari 
us members of past graduating 
classes. 

[he other publication was the 
“Moonshiner,” official organ of Camp 
Pok-O-Moonshine, a fine boys’ camp 
in Willsboro, New York. The copy 
merely reci'ed the doings of the 90 
boys enjoying the camp. It was no 
great example of the art (?) of pub- 
lication and, obviously, wasn’t even 
trying to be. 

Yet I read the “Opus” and the 
“Moonshiner,” line for line, with in- 
tense interest. Why? Well, there’s a 
joker involved. Doctor Fishburn is 
head of the Music Department at 
Penn State. I spent many an hour 
in this fine gentleman’s classes some 
vears back. And I never cease to be 
interested in the class of 1942 and 
‘Hum’s” description of what’s going 
on at the school he now guides. 

The key to my intense interest in 
the “Moonshiner” lies in some base- 
ball statistics. The copy stated that 
the slugger in a recent camp base 
ball game was one William Coulter 
McAdam: five times at bat, four hits. 
one base on balls. (Just had to get 
those statistics in.) 

Well, what's this all about? Just 
this: The basic ingredient required 
to produce readership is subject mat- 
ter. It must, to the greatest degree 
possible, satisfy the interests of the 
reader. Sure, I know this principle 
is self-evident. But if you examined 
as many company publications each 
month as I do, you'd find this “self- 
evident” principle isn’t as evident 
as often as you think. So no mat- 
ter how often this principle has been 
stated, it needs to be repeated time 
and time again. And each of us needs 
to remember it every time we sit down 
to prepare an issue. For it happens 


‘The Company 
I He Bure) a 


a column on house publications 


by James McAdam 


to be a principle far easier to under 
stand than to practice. 


imaginative Imagery 


But let’s face it. There are limits 
to how closely we can orient ou! 
subject material to the interests of 
the reader simply because the im- 
petus for our publications stems from 
our interests. We have something to 
sell, be it a product or point of view. 
And the thing we have to sell just 
can’t have the natural appeal to a 
reader that a report on his fair-haired 
son has. So while Doctor Fishburn 
can accomplish his purpose by a sim- 
ple recitation, we cannot. Our subject 
material, even if it is oriented to 
the interests of the reader as much 
as possible, needs something more. 
Our copy must “titilate,” if you 
please. 

Here are two examples of what 
I mean. They are quotes from cor- 
respondence I’ve had with Leo P. Bott 
Jr. as a result of some things I had 
to say in this column about “Bott- 
Shots,” the external he writes to pro- 
mote his agency in Chicago. What 
Leo says has been said before, many 
times. But you will remember it this 
time, for he says it in an unfor- 
gettable manner. He has lifted these 
thoughts out of the ordinary, given 
life to them by amusing word im- 
agery: “Sometimes the most beauti- 
ful gown on a woman hides falsies 
or an ugly figure.” “Like other aver- 
age people, I am frequently annoyed 

even irritated by some of the bor- 
ing house magazines and other ad- 
vertising material that talk endlessly 
about themselves—i.e., the ‘we’ atti- 
tude. There is just too much ‘we-we’ 
in sales letters and other advertising 
literature.” 

That “we-we” bit is priceless. It’s 
the kind of copy that will be quoted 
all over the lot. 


Moran and Brennan 


Che aforementioned men sound like 
a vaudeville team. They're not, but 
they do have a way with an audience. 
Joe Moran and Bob Brennan happen 
to be editor and assistant editor of 
American Airlines’ fine external. 
“Flagship News.” And even though 


we've already devoted two columns 


to this publication, | believe this re- 
maining portion of my interview with 
them contains good grist for the mill. 
So let’s grind away. 

The first question I asked Joe 
Moran was: How do you get such a 
variety of subject material into “Flag- 
ship News”? Most editors have 
trouble getting as much varied ma- 
terial as they need. “The material 
comes from numerous sources. We 
have 200 field correspondents, em- 
ployees in the various departments 
at all our stations. They supply fea- 
ture material that covers such sub- 
jects as station records, boarding 
passengers, safety, marriages, wed- 
dings and parties, Our Public Rela- 
tions Department gives us all the 
General Office releases. Bob and I 
develop pieces on the various depart- 
ments. Other pieces come from our 
Public Relations field men around the 
country. Then, too, we’re fortunate in 
having material come from our Di- 
rector of Interline Sales and the In- 
formation Services Division Editor 
at our Tulsa Oklahoma Maintenance 
who covers this important installation 
thoroughly. We get our industry news 
from the Civil Aeronautics Board de- 
velopments reported by our public 
relations people. And we get our per- 
sonnel changes from company bulle- 
tins. So you see, we have a lot of 
people working at the problem of 
gathering material.” 


The More the Merrier 


Well, that leads to this question, 
Joe: How much extra material does 
an editor need in order to pick and 
choose for each issue? “In our case, 
we try to get one-third more ma- 
terial than we need.” You’re lucky, 
of course, in getting all this help. 
Does this mean you have little re- 
writing to do? “On the contrary, 
practically everything we get in is 
heavily edited. This is no reflection 
on the people who send in the ma- 
terial. They’re good writers, partic- 
ularly our public relations people. 
But we have to shape the material 
in terms of our employees because 
aren't writing 
from this angle. Then, too, we have 
to give an over-all editorial flavor 


our correspondents 
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to the paper.” 

You mentioned 200 employee cor- 
respondents. Most editors have a 
tough time getting material from this 
source as a consistent basis. Appar- 
ently, you don’t have this problem. 
What's your magic formula? “There 
is no magic formula, as far as | 
know. We do the usual things. Each 
correspondent is given a press card 
and a certificate attesting to the fact 
that he is a correspondent. Each also 
gets a handbook in which he will 
find helpful hints on how to get a 
story down on paper in good shape. 
Maybe our Bulletin to correspondents 
may be a bit unusual, although | 
doubt it.” What's in this bulletin? 
“It contains analysis of stories and 
pictures that were exceptionally good. 
And it also con‘ains comments on 
stories that weren’t so good and, 
therefore, weren’t used. But this is 
not enough to keep correspondents 
happy.” 

Well, what does it take for an ed- 
itor to keep correspondents happy? 
“In my estimation, you lose cor- 
respondents or they fail to produce 
for you in direct proportion to the 
amount of their material you use. 
If you don’t use their material, they'll 
soon lose interest.” Don’t tell me, 
Joe, that you use everything, good 
or bad, that is sent to you? “Of 
course not. We concentrate on helping 
the correspondents prepare the right 
kind of material, so that we can use 
it and he gets the satisfaction of 
seeing it in print. The bulletin we 
send to the correspondents helps to do 
this. But the only sure way to keep 
correspondents happy is to get out 
into the field and rub elbows with 
them.” 

Hou often do you get out into 
the field? “Frankly, not as often as 
[ want to. But since we publish 
avery week, either Bob or I get out 
to the stations for two or three days 
every other week?” What do you 
do on these field trips? “Well, natu- 
rally, we keep our ears open for 
stories. But more importantly, we 
spend time with the correspondents. 
We talk to them, explain our objec- 
tives, give them tips on how to rec- 
ognize a story and make them feel 
they are really part of the team.” 

Joe, | studied about 30 issues of 
‘Flagship News” as carefully as | 
could. There is a rather consistent 
balance in the variety of stories in 
the issues. Do you have a formula 
to get this balance? “I don’t ever 
recall working out any formula. I 
don’t have any figures in my head 
or rulers in my hand when the 
paper is put together. It’s more like 
a ‘feeling’ that comes after a few 
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years on the job. I do, however, keep 
the necessity for balance in the back 
of my mind when makeup time comes, 
and I| do try to get this balance on 


a page-by-page basis.” 
“Rewrite” Is the Word 


There is a refreshing “light touch” 
to your copy. How does this come 
about? “I think an industry publica- 
tion can get terribly dull, and many 
of them are allowed to do just that. 
I think we as editors can do our 
job more effectively if we eschew 
long, labored, lackluster sentence con- 
struction and uninspired art. The 
‘light touch’, where possible, makes 
for a brighter, more readable paper.” 

That’s great, Joe. But how does 
an editor go about creating the “light 
touch?” “The answer lies in your 
question, Jim. The ‘light touch’ has 
to be created. You have to work at 
it. We write and rewrite heavily. 
Fortunately, Bob Brennan brought a 
like attitude wth him when he joined 


” 


us. 
Hands Off 


You seem to enjoy your job, Joe. 
And this is probably the main reason 
why you turn out such a breezy paper. 
What is the main reason for your 
enthusiasm? “The key element in any 
success or enjoyment I’ve had in ed- 
iting this paper is the editorial free- 
dom we enjoy. From President C. R. 
Smith down through Vice President, 
Public Relations, Willis Player and 
Mr. Howe, the policy is one of non- 
interference. Of course, we respect 
this confidence. Nevertheless, we 
make mistakes and hear about them 
when we do. But we do have a great 
deal of editorial freedom. In Mr. 
Player's words, ‘The company hires 
processional performance from them.’ 
This attitude is most complimentary, 
of course, but the big advantage in 
such a policy lies in the fact that 
it presents us with a 14-carat chal- 
lenge. And who doesn’t like a chal- 
lenge?” No one, Joe, except the ed- 
itor incapable of meeting one. 


“Because you're paying for the name, that's why!” 
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EMBOSSING 


Plastic credit and identification 
cards (plus mailing them) is one of 
CA’s many production services. For 
a free folder describing CA‘’s card 
embossing efficiency, accuracy, 
speed and economy, writ? or ca'l: 
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FIXLER NEW CHAIRMAN 
OF DMAA BOARD 

Bernie Fixler, 
tive Mailing Service, Freeport, 
York, 
Board of Governors of the DMAA by 


New 


the Board during its meeting on Oc- 
Hotel Statler- 


tober 12, held at the 
Hilton. Bernie succeeds Earle A. 
Buckley of the Buckley Organization, 
Philadelphia. During this past year. 
Bernie had served as treasurer of the 
association. 

Other officers elected at this meet- 
ing: Vic Baker (Howard Smith Paper 
Mills) to Vice-Chairman for Canada 
(second consecutive term at this 
post) ; Clifford Schaible (Mead Paper 
Corporation) to Secretary; Angelo 


Baker DeLay Schaible Fixler Veneszian Cassidy 


Venezian (McGraw-Hill Publishing 
Company) to Treasurer; and J. W 
Cassidy (Doubleday & Company) to 
Vice-Chairman for the United States 

Prior to the Board meeting, the 
wide business meeting 
held earlier saw the election of six 
new members to the Board, They 
Maxwell Ross (Old American 
Insurance Company); Angelo Vene- 
zian (McGraw-Hill): J. W. 
(Doubleday & Company) ; 
McGraw (Lane Publishing Com- 
pany); Myron Hartenfeld (Adver- 
tising Publications, Inc.) ; and Robert 
Hutchings (IBM-Electric Typewriter 
Division). e 


association - 


were: 


Cassidy 


William 


DMAA, BUCKLEY 
CITED BY TREASURY 

The DMAA, éollectively, and Earle 
Buckley, singly, were cited by the 
United States Department of the 
Treasury for twenty years of out- 
standing service in helping to pro- 
mote the sale of Savings Bonds. 

Dr. Jarvis Moore, on behalf of 
Treasury Secretary Dillon, presented 
the association with a handsome cita- 
appreciation of patriotic 
nation through the 
United States Saving Bond Program.” 
President DeLay 

Retiring Chairman of the Board 
Buckley was similarly honored with 
a handsome “Minuteman” statuette 
for his own personal contribution to 
the effort. Both the DMAA and Earle 
Buckley have helped the Treasury 
Department in this effort since the 
Savings Bond program was first 
established in 1941. e 


tion “in 
service to the 


ac ‘cepted. 
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1392 ATTEND CONVENTION AT NEW YORK’S STATLER 
HILTON, MOST GO HOME SATISr EES WITH PROGRAM 


Despite an occasional misfire on 
the speakers’ platform, and a few 
snags in operation, the 44th annual 
DMAA convention used up its three- 
day schedule with all too much haste. 
The 1,392 attendees apparently came 
to New York to do business as meet- 
ings were extremely well attended. 
Exhibitors, sometimes neglected in 
the rush by delegates for a little 
extra-hours diversion, found their 
aisles jammed with curious direct 
mail users anxious to learn the newest 
and latest in paper, equipment, and 
services, 

The Roaring 
Tuesday night saw conventioneers 
unwind from their lengthy trips to 
the big city to the tune of a brass 
band, flapper hostesses and an 
“almost free” refreshment stand. 

Departing from the usual Keynote 
speech, the convention was opened by 
a “Fanfare” of three guest speakers 
William (Benton & Bowles), 
Dr. George Katona (Survey Research 
Center) and Professor William Port- 
er (University of lowa.) While all 
three gentlemen presented a variety 
of stimulating and absorbing ideas 
on advertising, selling and market- 
ing, some in the audience were dis- 
appointed that they hadn’t stuck more 
to direct mail topics. Others felt (as 
the Program Committee did in select- 


I'wenties opener on 


Hesse 


\ capacity crowd at 


Jehn Crichton addresses the convention 


ing these men) that a less confined 


approach to advertising is needed in 


general sessions. Carl Schreyer fol- 
lowed with the Bell & Howell story, 
capped by Time’s John Scott in an 
interesting talk concerning group per- 
suasion in the U.S.A. and Russia. 

Dr. Carl C. Byers, presented 
through General Motors, addressed 
the opening luncheon gathering. His 
“enthusiasm” were well re- 
ceived for a time, but the general 
reaction of those present indicated 
that he spoke too long. 

Concurrent Wednesday 
afternoon (and Circles of Informa 
tion the following day) drew 
aggregate turnouts, The seminar-type 
meeting where delegates can discuss 


ideas on 


sessions 


large 


the opening luncheon 
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and argue at close range is perhaps 
the most popular meeting form at 
the convention. Only drawback: con- 
currency means that delegates must 
choose between two or three equally 
interesting meetings, all of which 
might be beneficial to him. 

Two panel meetings were very well 
received by the delegates. On Thurs- 
day, John Crichton’s (Ad Age) “New 
Designs for Direct Mail,” with seven 
guest artists criticizing direct mail; 
and on Friday, “Pete” Hoke’s Town 
Hall, where panel and audience alike 
explored what’s wrong with current 
advertising now in the mails. 

Conventioneers who spent Thurs- 
day evening at the Banquet were not 
disappointed. Alan King delighted 
the crowd with his familiar suburbia 
oriented humor, prefaced by an hi- 
larious and very biting commentary 
on insurance companies. Facing an 
adult audience, many of them in 
party spirits, King regaled the crowd 
without telling an off-color story. 
Trude Adams charmed the audience 


A 


Deorethy Johnsen and friend 


with standard songs and special ma- 
terial, was brought back twice for 
more, and finally had to beg off an- 
other encore. June Taylor’s talented 
dancers battled the small stage to 
a draw in three numbers—one win, 
one loss, one even. 

The 1962 Rambler went to Larry 
Steinberg of Associated Business Pub- 
lications. He and his wife were both 
present to accept. 

In the Exhibit Hall, exhibitors dis- 
played considerable imagination in 
their attempts to stop passersby long 
enough to interest them in their 
wares. Too many outstanding booths 
to mention them all, but Nekoosa- 
Edward’s talking basset hound (see 
picture} was a real people-stopper. 
As were Ansa-Letter and Monogram 
Art’s shoeshine stands, and Tension’s 
wheel of fortune. e 
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LEONARD RAYMOND 
NAMED SEVENTH DMAA 
LIFE MEMBER 


Leonard Raymond of Dickie-Ray- 
mond, Boston, Massachusetts, was 
presented with a Life Membership in 
the DMAA by President Bob DeLay 
at the recent convention in New York 
City. He is only the seventh man to 
be so honored in the history of the 
association. i 

Mr. Raymond had just concluded 
his scheduled talk, “Direct Mail Has 
More Than Three Sides,” when Bob 
DeLay made the announcement. 
Caught by surprise, and apparently 
deeply moved, Mr. Raymond accepted 
the honor while assembled members 
gave him a standing ovation. 

A veteran of forty years in direct 
mail, Mr. Raymond helped found 
Dickie-Raymond in 1921. Since that 
time he has served both the DMAA 
and the MASA in various capacities, 
and has been the recipient of many 


CHAMBER OF COMMERCE 
CHALLENGED 


The National Chamber of Com- 
merce, which has actively participated 
at postal rate hearings during the 
years, has been challenged by the 
DMAA to poll its membership to de- 
termine the sentiment 
toward proposed postal rate increases. 
At the last session, the C of C’s 
spokesman, Verne Sullivan, advo- 
cated higher rates and described 
mailers as an “inconsequential” seg- 
ment of the nation’s work force. 

Proposed by Bill Holes of Holes- 
Webway, Minneapolis, and amended 
by John Yeck, Yeck and Yeck, Day- 
ton, Ohio, the resolution was passed 
unanimously by voice vote at the 
annual business meeting. 

The resolution reads as follows: 


grass-roots 


Whereas the U.S. Chamber of Commerce 
has participated actively on the issues of 
postal rate readjustment and postal policy. 
and 

BE IT RESOLVED that the Direct Mail 
Advertising Association urge upon the 
Chamber the wisdom of meeting with rep- 
resentatives of business mail users and of 
conducting a full and impartial survey of 
its local Chambers and individual members 
for the purpose of determining whether the 
Postal Policy Act of 1958 should be aban- 
doned in large measure, or whether the 
action of the House Post Office Committee 
earmarking 742% of total postal expendi 
tures for public service costs was wise and 
in the best interests of the Republic. 

Similar, though not identical, reso- 
lutions were adopted by the MASA 


and the ACTMU. e 


Additional photos and stories of 
The Mail Box Winners start on page 19 


Leonard J. Raymond 
awards. 

Other life members of the asso- 
ciation are Henry Hoke Sr., Edward 
N. Mayer Jr., Harry Porter, Vic 
Perry, and Nelson Wentzel. Homer 
J. Buckley, first president of the as- 
sociation, recently passed away. @ 


MANY FACES, MANY 
TONGUES 


Though the majority of convention 
delegates hailed from the United 
States and Canada, there was an un- 
usually large number of visitors from 
Latin America and the Eastern Hem- 
isphere. 

Among the visitors from other 
countries were: Enrique Arroyo, Mex- 
ico City, Mexico; Ricardo Castro, 
also of Mexico City; Jock Folkson, 
Johannesburg, South Africa; Fern- 
and Hourez, Brussels, Belgium; 
Ichiro Miyama, Tokyo, Japan; Paulo 
Arthur Nascimento, Sao Paulo, Bra- 
zil; Marinus Spruytenburg, Amster- 
dam, The Netherlands: Shoji Enget- 
su, Osaka, Japan: and Daniel J. 
Verge. Paris. France. e 





Calendar of Events 
NOVEMBER 


10 Atlanta, Ga. Direct Mail Day, 


Dinkler Plaza Hotel 
APRIL 
25-26 San Francisco, Cal.—West Coast 
Meeting, Fairmount Hotel. 
SEPTEMBER 


11-14 Chicago, Ill.—4Sth Annual Con- 


vention, Hotel Sherman. 








Classified Advertising 





ADDRESSING ELLIOTT 


Addressing Elliott, Addressograph and Speed- 
aumet Pictes. Cut, stored and addressed. Plates 
fully insured. Fast Service. Complete mailing, 
printing, and bindery service. Est. 1920. 
DOOLITTLE & Co., 320 N. Dearborn St., 
Chicago 10, Ill. 





ADDRESSING PLATES 


SPEEDAUMAT—Embossed. Gucranteed 100% 
correct $35.00 per M. Fast delivery. The Ros- 
kam Co., 1905 West 43rd, Kansas City 3, 
Kans. TAlibot 2-188! 


Scriptomatic masters composed. Lowest cost; 
highest quality; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Laramie Ave., Chicago 44, Ill. 
Columbus 1-5567 


America’s largest, most experienced Speedavu- 
mat plate embosiers give you fast, accurate 
and economical stencil-cutting service for on'y 
$40.00 per M. Positive prompt delivery on any 
size list. Circulotion Associates, Inc., 226 W. 
56th St., N. Y. C. JU 63530. 





ADDRESSING SCRIPTOMATIC 





Scriptomotic Addressing on job or contract 
basis—cheaper than you can do it yourself 
JEROME S. FINSTON 
Lynbrook, L.I., N.Y. 
LY¥mbrook 9.2705 
Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
addressing — practically ‘‘do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-188! 





ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campoigns in newspapers, magazines, trade 
popers. Publishers’ rates. Counsel service 
Martin Advertising Agency, 15 £. 40 St 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 





ANTIQUE TYPE FOR OFFSET 


FOTO-FONTS NO. 4 16-page, 8x10' in 
book contains 14 full fonts, including Tuscan 
Ornate, Ombree ond Ovtline, Arboret, Dres 
den, Crayonette, Jim Crow, Chisel, Rustic, etc 
Size range, 18 io 36 pt. Easy to set in precision 
alignment. Price complete, only $4.00 post 
paid. Many other low-priced fonts and clip 
art items available. Free literature. 

A. A. ARCHBOLD, Publisher 
Box 332-K Burbank, Calif. 





ARTIST — DIRECT MAIL 


You know how to say it—he knows to display 
it. Seasoned pro in visual communications 
Consultations with no ebligations. Lee Gottlieb, 
1279 E. 84th Street, Brooklyn 36, N. Y. RN 


3-1767 


Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 





EQUIPMENT FOR SALE 


3 Addressographs Model 2000E with Feeder 
Model # 192-20 

1 Addressograph Model 19558 

2 Addressographs Manual 

2 Automatic Graphotypes 

100 133 Drawer Addressograph Cabinets with 
trays 

1 Addressograph Automatic Feed & Paper 
Stripper 

1 Tray Truck 

1 Model 7753 Tape Perforater for Hold Code 
with Motor AC-1160 

MARION STEEL SALES CO. 
7001 N. Clark S:., Chicago 26, Ill. 
Phone: RO 1-0292 


Addressograph System—Model 1900 Addresso- 
graph wi.h auto. feeder; Model 6381 keyboard 
Graphotype; 45,000 “B” record frames and 
cabinets plus many extras. Good condition. 
Worth over $5,000.00—asking only $2,500.00. 
BLOCK MARBLE CO., 201 S. 13th St., Phila., Pa. 


FOR SALE—Customer list and Scriptomatic 10 
S Addresser; electronic selector; Automatic 
feeder; Copy Hopper; one electric cardwriter; 
3 FCT Tub Files; 10 months old; Operates 
most satisfactorily; Used for 3 mailings; 
merger necessitates sale; Cost us $4,882.00. 
Will accept best offer. 

55,000 Customers on Scriptomatic cards who 
have purchased by Direct Mail in past 12 
months, $1.00 to $42.87 sports equipment and 
Hobby items. List cleaned July 15, 1951. Best 
offer accepted. Box #22, Roanoke, Virginia, 
Phone Di 2-7869. 


COMPLETE ELLIOTT SYSTEM 
(2’x4%4" Stencils) 
2 East West Addressing Machines 
4 Block Moisteners 
3 Rem. Rand Electric Stencil Cutters 
3 Saxmayer Tying Machines 
19 Metal Cabinets (300,000 Capacity) 
Rev. Harold Poletti, C.P. 
PASSIONIST MISSIONARIES 
Union City, New Jersey 
(UNion 7-6400) 





ADDRESSING PROBLEMS? Here's your answer 
SCRIPTOMATIC Model 101, used only two 
years. Priced to sell at $2500. Cost $8400. 
Scriptomatic prints addresses, other data, auto- 
matically from punch card masters on book- 
lets, labels, envelopes, billing forms, etc., up 
to 5000 an hour. Call PErshing 8-2188, or write: 
C. B. Hayes, P. O. Box 12157, Fort Worth, 16 
Texas 





LIQUIDATION OF PRIVATE MAILING PLANT 


2 Speedaumat addressing machines with auto 
matic feed 

3 Graphotypes: 2 upper and lower case, 1 
< A , 





COOPERATIVE MAILING SERVICE AVAILABLE! 


We pay high rates to mailers accepting inserts 

and reduce mailers’ costs thru “piggy-back”’ 

coordination. 

Call LA 4.9116, or write “ad-mail’’ PUBLISHERS 
-225 W. 34th St., N.Y. 1 


42 


Pp 
2 Scotch-Tape edge-sealing machines 

1 4-Station Phillipsburg inserting machine with 

permit printer 

All equipment in perfect working condition. 
Priced for quick sale. Advertisers Addressing 
System, 703 North 16th, St. Louis, Mo. GEneva 
6-1122 


EQUIPMENT FOR SALE 


Charles Bruning Copyflex, Model 14. 10 years 
old. Takes sheets 842-12 by 12-18. Any reo- 
sonable offer. Call WA 1-0343 between 7-9 P.M. 





MAILING LISTS 





Direct Mail Proven Buyers. Over 790,000 Al- 
pha Geo Names. Buyers cf Books and Maga- 
zines on Gardening, Farming and Health. 
Active and clean expires. Your Broker knows 
ovr reputation for results. Rodale Press, Em- 
maus, Pa. 





450 M Catholic Buyers — Contributors avail- 
able from stencils and labels. 

St. Anthony's Gift Shop 

120 Liberty St., N.Y.C. 6 
ENGINEERS AND SCIENTISTS. Over 155,000 
at their home address. Select by types. On 
plates. Lowest rates. DECISION/INC., 2616 Co- 
lerain Ave., Cincinnati 14, O. 681-6800. TWX: 
Cl 229. 


Just completed — 65,000 new and used car 
dealers; 20,000 body and fender shops; 40,000 
independent repair shops, 25,000 farm imple- 
ment dealers. Will address your material only. 
No labels supplied. Take your pick $20.00 
thousand. Guaranteed 97% accurate. C. W. 
Taylor, National Market Reports, iac., 900 S. 
Wabash, Chicago 5, Ill. 

RARE OPPORTUNITY FOR FUND RAISERS 

& CLUB PLANS! 

OFFICIAL NEW 1961 LIST of 50,000 WOMEN’S 
CLUB Secretaries names . . . AT HOME AD- 
DRESSES! (Church & Fraternal Groups in- 
cluded.) Names GUARANTEED 95% ACCURATE. 
Arranged by STATE. IMMEDIATE delivery. 
Sharp Resady-to-Mail GUMMED LABELS. Only 
$17.50 per thousand names. Write for FREE 
Sample LABELS and complete Details. HER- 
BERT DUNHILL & ASSOCIATES, Ltd., 55 Eas? 
Washington St., Chicago 2, Illinois, DE 2-0580 


85,000 Scientists 
Direct mail BUYERS of scientific and laboratory 
apparatus with $80 average purchase. Out- 
standingly successful tor periodicals, member- 
ship, books, equipment, etc. All lists geo-alpha 
by 14 professions. We address on your materia! 
or our labels. Lowest rates! Clean! 
Active Advertising Associates 
P. O. Box 277, Chelsea, Michigan 





WANTED TO BUY 


Mailing lists of organizations, groups, churches, 

P.T.A. etc., etc., that can sell items for fund 

raising—outright purchase lists or rental — 
Box No. 111 

Reporter of Direct Mail 





PLASTIC CARD EMBOSSING 





America’s largest, most experienced plastic card 
embossers and mailers give you complete pro- 
duction for credit and ID cards in any quantity. 
Fast, accurate and economical service. Circula- 
tion Associates, Inc., 226 W. 56th St., N. Y. C. 
JU 6-3530. 


THE REPORTER OF DIRECT MAIL ADVERTISING 








PROSPECT MAILING LISTS 





Businesses, professions, trades. Buy complete 
or by states. In manuscript form. Alfred G. 
Latcha, 22448 Barbara St., Detroit 23, Mich. 





OCCUPANTS 





Occupant Coverage on labels west of Miss. 
Income and Dealer selection available. Market 
Compilation & Research Bureau, 10561 Chand- 
ler Blvd., North Hollywood, Calif. TR 7-5384 





SPEEDAUMAT PLATES 


For just 4¢ per plate more your lists can be 
beautifully embossed, fully punctuated, and 
guoranteed 100% accurate. Virgin zinc plates. 
Base price $40.00 per M. Advertisers Address- 
ing System, 703 North 16th St., St. Louis 3, 
Missouri. 





STENCIL CUTTING 


ELLIOTT STENCIL CUTTING. Fast Service, Ac- 
curate Workmanship. Inked and ready for 
use. Advise quantity—we will quote promptly. 
Write, Phone or Wire LEWIS ADVERTISING 
CO., 6 S. Green St., Balto. 1, Md., LE 9-5100 





MALE OR FEMALE 
If you are looking for a position or personnel 
replacement contact the following: 

New York City Area .. . A. J. Gould, Albert 
Frank-Guenther Law, Inc., 131 Cedar Street, 
N. Y. 6 National . . Mrs. Ruth L. 
Laguna, Direct Mail Advertising Association, 
230 Park Ave., New York 17, N. Y. 





AS REQUIRED BY LAW 


Statement of the Ownership, Management, 
Circulation, etc., required by the Acts of 
Congress of August 24, 1912, and March 
3, 1933, of THE REPORTER of Direct Mail 
Advertising. 

Published monthly at Garden City, New York, for 
October, 1961 
State of New York, County of Nassau, 3S 
Before me. a notary public in and for the State and 
County aforesaid, personally appeared M. L. Strutzen 
berg who having been duly sworn according tw law 
deposes and says that she is the Business Manager of 
the magazine, The Keporter of Direct Mail Advertis 
ing. and that the following is, to the best of her 
knowledge and belief, a true statement of the own 
ership, management, etc., of the aforesaid publication 
for the date shown in the above caption, required by 
the Act of August 24, 1912, as amended by the Act 
of March 3, 1933, embodied in section 537, Postal 
Laws and Regulations, printed on the reverse of this 
form, to wit 

l. That the name and address of the publisher is 
Henry R. Toke, Jr.. 224 Seventh Street, Garden City 
N. Y¥. Name and address of the editor is Henry Hoke 
3 Biuff View Dr., Clearwater, Fla. Name and address 
of the business manager is M. L. Strutzenberg, 224 
Serenth Street, Garden City, N. ¥ 

2 That the owner is: The Reporter of Direct Mall 
Advertising. Inc., 224 Seventh St., Garden City, N. ¥ 
The names and addresses of stockholders owning or 
holding one per cent or more of total amount of stock 
are: Henry Hoke, president, 3 Bluff View Dr., C 
water, Fla.. Henry Hoke, Jr., secretary, 115 
Ave., Garden City, N. ¥ 

3. That the known bondholders, mortgagees and 
other security holders owning or holding one per cent 
or more of total amount of bonds, mortgages or other 
securities are: Henry Hoke, president, 3 Bluff View 
Dr., Clearwater, Fia., Henry R. Hoke, Jr., 
115 Hilton Ave., Garden City, N. Y¥ 

4. Paragraphs 2 and 3 include, in cases where the 
stockholder or security holder appears upon the books 
of the company as trustee or in any other fiduciary 
relation, the name of the person or corporation for 
whom such trustee is acting; also the statements in 
the two paragraphs the aMant’s full knowledge 

as to the circumstances and conditions un 

stockholders and security holders who do 
not appear u the books of the company as trustees 
hold stock and securities in a capacity other than that 
of a bona fide owner. 

5. The average number of copies of each issue of this 
publication sold or distributed, through the mails or 
otherwise, to paid subscribers during the 12 months 
preceding the date shown above was: 9121 

M. LL. STRUTZENBERG 

Sworn to and subscribed before me this Sth day of 

Oetober. 1961 


secretary, 


Frances Mantel, Notary Publi 
ommission expires March 30, 1962 


NOVEMBER, 1961 


NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they're doing, we'd like 
to include them in this monthly round- 





up of ... “Names In The News” 








Charles A. Mitchell has been named to 
the newly created post of vice president 
in charge of marketing by Dictograph 
Products Inc. R. C. Karsted was 
elected assistant vice president in charge 
of advertising by the board of E. R. 
Moore Company... . John Crichton, edi- 
tor of Advertising Age to succeed Fred 
Gamble as President of Four A’s. .. . 
Zan D:amond has joined Nathan Fein 
Inc. as executive vice president. . . . Hen- 
ry F. Burrows was elected general mana- 
ger of Old Colony Envelope Company 
.. Earle A. (Dutch) Buckley Jr. to suc- 
ceed his father as president of the Buck- 
ley Organization. Earle Sr. becomes 
Chairman of the Board. . . . Edward Wag- 
mer appointed advertising manager of 
Popular Photography. . . . Dr. Charles E. 
Walker was the principal speaker at the 
second annual awards dinner of the New 
York Financial Advertisers Assn. : 
Allan J. Gascoigne has joined the circu- 
lation promotion department of Fairchild 
Publications Inc. . . . Dillon Agnew Asso- 
ciates becomes Dillon, Agnew & Marton 
Inc., same location. . . . George H. Belin 
was named Regional Manager for the 
Fine Paper Division of International Pa- 
per Company. . . . Barney Ross, former 
boxing champion and Marine hero, joins 
Bennet Public Relations as a senior as- 
sociate. . . . J. Robert Spraker has joined 
the American Metal Market as its Pitts- 
burgh District advertising manager. 
Mark F. Cooper, General Telephone 
Company, has been elected Governor of 
the Tenth District of AFA. . . . H. Lane 
Losey joins Beaumont Heller & Sperling 
in public relations staff. . . . J. Tom Mor- 
gam was re-elected president of NAPL. 


(EW PERFORATED 
dl Finpote LABELS 


. Pin-hole perforations 
for register at exact 
1-inch spacing 

. Cheshire punch ‘se 
hole at exact 1-inch 
spacing 

. Positive flat position 
of dry gummed paper 


FREE SAMPLE 


LABEL CO. 756 Fourth Avenue | 


Brooklyn 32, N.Y 


MAIL ORDE 


... Warren S. Brown, formerly assistant 
circulation director of Esquire, has been 
named circulation director of Show... . 
Joseph J. Tomlinson has been named as- 
sistant advertising director of Allied 
Chemical Corp. . . . Gordon Gray has 
been named a member of the Board of 
Directors of Champion Papers Inc. 
Gerald H. Reese has been appointed co- 
ordinator of sales promotion advertising 
and public relations for Shure Bros. . . . 
John Hancock, new Marketinz Service 
manager, Air France. Richard H. 
Soley has been appointed art director of 
Industrial Marketing Associates. . . . Jo- 
seph W. Fall Jr. appointed advertising 
director for Show Business Illustrated. . . . 
Harry Hites, one time Kiplinger sales di- 
rector joins United Business Services as 
Vice President, Sales. . Randal) P. 
McIntyre and Nelson Doubleday have 
been elected to the Adelphi College Board 
of Trustees. . . . William Goldsmith ap- 
pointed to the newly created post of di- 
rector of marketing for Acme Industries 
Inc. .. . David Turock becomes assistant 
advertising manager for Otarion Listener 
Corp. Andrew F. Scelba joins the 
staff of Armand-Richards as an account 
Fioyd Stone has joined 
Chirurg & Cairns Inc. as a copywriter. 

. David R. Allen has been appointed 
advertising director of Car and Driver- 
magazine. . . . Patrick A. Barry has been 
appointed vice president of King-Smith- 
Evans-Winter-Hebb. Theodore M. 
Gilbert, president of the Gilbert Paper 
Company, died suddenly at his summer 
home, Waupaca, Wisconsin, September 
17, at the age of 61. 


executive. 


DROP-SHIP 
BROCHURE 


if you've been waiting to make an “‘early-in-the- 


| 


year” mailing, but have not had the time or inclin- 
ation to get one together; write for details and a 
sample of our Brochure containing 72 luxury gifts 
drop-shipped under your label. 


MAIL ORDER METHODS 
(Div. of Leslie Creations) Lafayette Hill 41, Pa. 


% MAILING LISTS! 
We use these ourselves—they must be good— 
we are not brokers. Cleaned monthly on ad- 
dressed labels, $15 per M. 35M Auto ealers 
by makes, 36M Certified Public Accountants, 
12M leading Optometrists, 5M Building & Loans, 
8M Banks in cities over 100M pop., 12M Florists. 


Box 19086 A, Cincinnati 19, Ohio. 





ID b cei Fb 8 ee Di ba —\eire) anve 


LISTINGS ONE LINE PER ISSUE, $24.00 PER YEAR. UNDER SPECIAL HEADINGS, $30.00 PER YEAR 


ACCENT ON EXCITING ATTENTION-GETTERS 
Brownie Manufacturing Vo 261 mrvauway, New Lore i, 
ADDRESSING ‘ 
Creative Mailing Service, Inc 460 N. Main, Freeport, N. Y. (FR 8-4830) 
ADDRESSING AND MAILING 
Print Service, Inc 
ane ae os _ rr 9 Newark Ave., Elizabeth, N.J. (FL i 2211) 
. 460 Norubeti Place, Engiewouu, NX. J. (LO 7-4811) 
dm vil First Ave, Asbury Park, N. J. (GR 3-2063) 
ADDRESSING SCRIPTOMALIC 
Jerome 8. Finston ee «sedi d Derenten Ave., Lynwrwé&, L. L, 
AUDHESaING — TRADE — 
Belmar Typing Service........¥i-ii Lilith Bt, Kichmwad Hill 18, N. ¥. (VI 6-5322 
Mee Lewis Auuressing..........¥87 Senenectady Ave., Broosiyn 3, N. ¥. (D1 2-47 93) 
AUVEMIISING AGENCIES SFEUIALIZING IN DIRECT BAe Pe 
The Buckie) Uigeusseiion P/aievewpus Nal) Dau side. Phiievewphia T, 
Yeobel Sandler Advertising, In Une Gramercy Park, N.Y , N.Y. (OR 4-0400 
Avrenhitotine AI 
A. A. Archbold, Publisher div Qvulu Maw St, Burbank, Calif. 
lues Ari eeee . ui Puw Ave, dew hors 10, N. ¥. 
Marry \ ois, “dt. art Buuwe "yieasantriile 3. 
ADVERTISING SPECIALTIES 
American Advertising Spetisaiuge Lo , io 
othe zi ockaway Ave., Brooklyn 33, N. Y. (HY 6 7995) 
Sev best 40th St. New Lork 17, N. ¥. (PL 38-4043) 
12) Meeetwood Ave., New Kuchelle, N. 1. (NE 3-5600 
lee Gold Btu., New York 38, N.¥. (YU 6-4390) 
‘ART AND Desion vee UIRLCT MAIL 


¥. (WO 2-0546) 


Mailmasters, inc 
Shore Lirect Mail, 


. ¥. (LY 98-2705 


Fiexo-lettering Co., Inc.. 
Uries Keprouscer Corp 
RB. H. Graver. 
so., New York 3, N. ¥. (OR 4-5740 
Automatic YPEWRITING ers, 
Carlson Automatic Typewriting Service. 3744 N. Clark St, Chicago 13, IL (EA 71-5496) 
Mewen Leticis Sut Fuurth Ave., New York 10, N. ¥ 
Keyneids, Keynoids & Keynolds. 237) ba st Main Street, Cowmbus ¥, Uhio (BE 1-6200 
CHESHIRE MAILERS 
Automatic Mailing & Printing Service, Inc 
s2¥ Newark Ave., Elizabeth, N.J. (FL 1-2211 
Mail-O-Matic Kouve #46, larsippany, N. J. (UE 4-8442 
Malling Service, inc 4017-27 Lediow Street, Philadelphia, 4, Pa EV 6-5100 
CuPYWHILEHS (Free Lance) 
Paul J. Bringe First Nat. Bank Bidg., Hartford 
Une copy shop 270 Madison Ave., New York 16, N. ¥. (MIU 3-1455 
Beuy Maliewson 182 Cooper pee . x. Upper a N. J. (PL 6-5355) 
Urville B. Heeu lu State Liowell, Mich. (Tel.: 65) 
DIMENSIONAL “STOCK DESIGN” ‘DIRECT wait we dni 
Marvi Advertising (orp 861 Manhattan Ave Brooalyn 22 (EV 9-663 
viRtcl ASvent ines AND PROMUIION AR 
The Palette Service oo Fifw Ave. New York 11, x. ¥. (CH 2-8545 
pinect MAIL AGENCIES 
ad-mall” Publishers 2u5 West 34th Street, New York 1, N. ¥. (LA 4-911 
Abrend Assotiates, inc 601 Madison Ave., New York 22, N.¥. (PL 1-0312) 
American Mail Avtertising, Inc 610 Newbury St., Boston 15, Mass 
Anss- Letter, Viv. of Latham l’rocess Corp.. 200 Hudson St., N . N.Y. (WO 6-4500) 
B. lL. A. Howse... 26-32 Clifton St... London EC 2, Eng. (Bishopsg ale 4377) 
Lee P. Bou Jr , 64 E. Jackson Bivd., Chicago 4, Il. (ita 7 7-9187) 
The Buckie) Organization Philadelphia National Bank Bidg., Philadelphia 7, Pa 
The Connelly Organization, Inc 2400 Walnut St., Philadeiphia 3, Pa 
Diekie- Ray mond, inc 225 Park Ave., New York, N. Y. (MU 6-2280) 
Direct Mail Markets Co.. Inc 515 Madison Ave., New York 22, N. ¥. (PL 9-3113) 
The Creative Division of James Gray, Inc 
216 Bast 45th St., New York 17, N. ¥ 
Jenn M. Lard & Co. ? 


171 Newbury St., Boston 16, Mass 
Lawrence U. Chait & Co., Inc 75 Park Ave, New York 22, N. Y. 
Harold Marshall Advertising Co., Ir 
171 Madison Ave., New York 16, N. ¥. (MU 6-5652 
Mazwell Sackeim-Franklin Bruck, In 
45 Madison Ave., New York 22, N. ¥. (PL 1-3151) 
MeCormick Armstrong 1501 E. Douglas Ave., Wichita 1, 
MeVicker & Higginbotham, Inc 11 West 42nd St., New York 36, . Y 
Monogram, in 515 Madison Ave., New York 22 Y 
Polk & Co. 431 Howard St., Detroit 31 sien 
O Letier Co., New York. .7 Central Park West, New York 23, N. Y. 
© Letter Co., Chicago 664 No. Michigan Avre., Chicase” il, ML (MI 
O-Letter Co., Bostun 10 lost Office Square, Boston 9, Mass. (HA 
© Letter Co., Cleveland 1750 East 23rd St., Cleveland 1, Ohio (PR 
0 Latter Co., Toronto, Canada 
17 Balinton Ave Rast. Toronto, Canada (Ht 
0-Latter Co., Brisbane, Australia 
3 Alfred Street Valley. Brisbane, Australia 


A) Cerchia, Jr 


yO Letter Co 
B.LA. Howse, 26/32 Clifton St Lomdon, EB.‘ England (BI 
The Reuben H. Dannelley Corp Prudential Plaza, Chicago 1 
Sales Letters. Inc 53 West 23rd a. New York, N. ¥. (WA 9-26 
The Smith Company 47 Fremont St., San Francisco 5, Calif. (SU 1- 
Smith & Hemmings 2617 S. Broadway. Los Angeles 7, Calif 
The St. John Associates, Inc ‘s he Fem St., > na York 36, N. Y. 
William Steiner Associates, Inc Fast St ew York 21, N. ¥ 
DIRECT MAIL cheatons AND NPRODUCERS 
Cabot - Letter ¥10 West Van Buren 8t., Chicago 7. Ti (MO 
Cabet- Letter In New York City, dial 211, ask for ENTERPRISE 653¢) 
DMCP Associate, ine (Headquarters) 
14 Jefferson Ave, Toledo 3 3, Ohio (CH 4 o316, TWX TO 372 1 
Lawrence GO. Chait & ‘o Inc Pos Ave., New York 2 Y. (PL 1-7220 
The Rylander Co Jackson Bird., Chisazo. Til. (RA 6-4760) 
DIRECT MAIL . oo Ent 
American Automatic Typewriter Co .. 2323 N. Pulaski Rd., Chicago 39, Ill 
Phillipsburg Pi ' 
7605 S. Vincennes Ae Chicago 20, Til 
644 No. Honore &t., 
‘320 Church St., New York 13, N. 
Eastman Kodak Company hester, x BR: 
Elliott Industries. Inc 143 Albany St, Cambridge 39, 
Felins Tying Machine ( 3351 N. 35th St.. Milwaukee 16, Wis. (HI 5- ae 
Friden, Inc 2350 Washington Are.. San Leandro. Calif 
1850 South Kostner St.. Chicago 23. Ill 
45 Madison Ave.. New York 22. N. ¥ 


B. Sheridan 


Hever. Inc 
International Rreineee Warhines 


Find the product or service you 


on the need help in, have your girl type 
imple letter asking f 
hunt “oe er asking for samples 


literature from all names 

f under a specific heading. These 
or producers and suppliers will be 
gled to contact you by return 


ideas? =i 


Mailers Equipment Co., 40A West 15th St., New York 11, N.Y. (CH 3-3442) 
Pie) - bow co, -o7 Walnut St.. Stauterd, Conn. (Fl 5-2621) 
Scripwmatc, be ° ° 310 N. lite St., Poilaveiwpusa 7, L'a. (WA 2-lsol) 
Vari-Typer Corporation. . ize Pocknginssen Ave., Newark 12, N. J 
Chauncey Wing s Sons ; 13 Pierce St, Greenfield, Mass 
DIRECT ‘MAIL SPECIALTIES 
Better Mottoes Assn ° 2123 East Ninta Sireet, Creveland 15, Ohio (SU 1-4220) 
DROP- wont SHERSESy items 
° Box 258, Englewood, Colorado (SK 6-4237 
‘ELLIOTT "eranen. CUTTING 
13 East Ninth St, gy 15, Ohio (SU 1-4220) 
anzi4 Sullivan St., New York 12, NX, ¥. (AL 4-0610) 
3 2-15 33rd St., Long Island City 6, N. ¥. (AS 8-4302) 
... 460 N. Main St., Freeport, N. ¥. (FR 8-4830) 
.-117 Leonard St., New York 13, N. ¥. (WA 5-1372) 


ENVELOPES 
The American Paper Products Co. 

Envelope Terrace, Southern Blvd. “ Mec lurg Rd, Youngstown, Chto (SK 8-4545 
Atlantic Envelope Co. ©. Box 1267, Atlanta 1, Ga. (TR 6-3686 
Berlin & Jones Company wi W = zth st., New York 1, N. ¥. (WA 4-4400) 
The Boston Kuvelope Uo.......... .8u7 High St., Dedham, Mass. (FA 5-67 00) 
Brohard & Associates, ° . 2707 Mckinney Ave., Vailas 1, Texas (TA 717-5657) 
Business Envelope Manufacturers, Inc .-Mearl Maver, N. ¥. (UL 1-627) 
Columbia Envelope Co. 2015 N. Hawthorne Ave., Meirose Park, lil. (FI 3-0100) 
Curtis 1000, Inc -1000 University Ave., St. Paul 4, 
Detroit Tullar Envelope Co 2139 Howard St., Detroit 16, Mich. (TA 
Double Envelope Co. Roanoke, Va. (EM 
Garden City Envelope Co. 3001 No. Rockwell St., Chicago 18, LiL. (CO 
The Gray Envelope Mfg. Co 55 33rd St., Brooklyn 32, N. Y. (ST 
Heco Envelope Co 4500 Cortland St., C a + = iL. (CA 
L & H Envelope Corp 11-17 Beach Street, New York 13, Yy. (wo 
Mead Corporation . ; oe eee Dayton, “Ohie 
North Coast Envelope 

Manufacturing Corp : 2 Prince St., —— N. Y¥. (JA 2-6161) 
Pavey Envelope & Tag Corp 15-19 Centre St, Newark, N 4 (N. J.-MA 3-0100 
N.Y. - BE 3-4892) 

T2 Clarissa St., Rochester 4, N. ¥. (HA 6-2404) 

.360 Furman St., Brooklyn 2, N. ¥. (TR 5-6285) 
.1224 West Eighth St., Cincinnati, Ohio (CHI 1-3641) 
The Standard Envelope Co. 1600 East 30th St., Cleveland 14, Ohio (I°R 1-3960) 
Tension Envelope Corporation ...1%th & Campbell, Kansas City 8, Mo. (GR 1-3800) 

factories: So. Hackensack, N.J.; Memphis 2; St. Louis 1; Minneapolis 1; Des Moines 
14; Ft. Worth 12; Sales Offices—New York, Chicago and most cities east of Rockies. 
30 Envelope Co 3542 N. Kimball Ave., Chicago 18 Ill. (Ih 8-6914) 
Plants in New York, C *hicago, Los Angeles—Offices in All Principal Cities 
United States Envelope (o Springfield 2. Messachuestts (RE 6-7211 
Sales Offices — 217 Broadway, New York 7, New York (BA 47 
291 N. LaSalle Street, Chicago, Ilinois (CE 6- 3261) 
Worcester 5, Mass Springtield 2, Mass.; Rockville, Conn 
Metucher N. J Indianapolis 6,, Indiana: Waukegan, Ill; At 
lanta, Georgia; Dallas 20, Texas; San Francisco, Calif.; Los 
Angeles 23, Calif 
Wolf Detroit Envelope Co 14700 Dexter Bird., Detroit 32, Mich. (DI 1-2221) 
ENVELOPE SPECIALTIES 
Curtis 1000 Inc. -«+-190 Vanderbilt Ave., W. Hartford 10, Conn. (JA 
Garden City Envelope Co... 3001 N. Rockwell St., Chicago 18, Til. 
Heeo Envelope Co. ° 4500 Cortland St., Chicago 39, Ill 
L & H Envelope Corp 11-17 Beach Street, New York 13, A r 
North Coast Envelope Manufacturing Corp...2 Prince St., Bklyn. 1, Se | 
Tension Envelope Corporation. . 19th & Campbell, Kansas a! %. Nie. 
The Sawdon Company, Inc 480 wicy Ave., New York 17 Y¥. : 
The Wolf Envelope Co. 750 E. 23rd St, Cleveland 1, ‘onio (PR 1-8470) 
penaven MAILINGS 
City Service ; Stadelhoferstrasse 38, Zurich 1, Switzerland 
DeMutator N. V ..Willemsparkweg 113, Amsterdam. Holland 
Dillon-Agnew & Martin, In New York, Amsterdam, Paris 
654 Madison Ave, New York 21, N. Y. (PL 2-0170) 
Letters U.S.A., Inc 1166 Sixth Are., New York 36. N. ¥. (CO 5-2294) 
Caragol Associates Ausias March, 5 Bareelona, 10—Spain 
nee Holland Limited 86/88 Acre Lane, London, England, S.W. 2 
. F. Sandberg Direct Mail A/S ..+»+-Raadhurst 8, Oslo, Norway 
om BALLS—IMPRINTED 
Golf Ball Aavertising Co tox 4332, Phila. 18, Pennsylvania (PE 5-9910 
GUMMED STAMPS—LiTHOGRAPHED AND PERFORATED 
0 Electric St., Scranton, Ps. (DI 6-6511) 
1270 A New York 1, N. Y. (LO 5-5359) 
185 N. Wahaeh. Chicago 1, Til. (ST 2-4927) 
INK. yr ol 'SwaTcH BOOK 


Van Son Holland Ink Corp. of Ameri 


Miracle Bowl Corp 


Universal Color Corp... 

Alee Business Service, Inc. 
Creative Mailing Service 
Elliott Aduressing Machine Co. 


Rochester Envelope Co : 
S. Cupples Envelope Co., Inc... 
Specialty Envelope Co. : 


Factories — 


Eureka Specialty Printing Co. 
Fiemming-Potter Co., Inc 
Fieming-Potter Co., Ine 


"th berty Sts.. Mineola, N. Y. (PI 6-2690 
INSERTING SERVICE-AUTOMATIC MACHINE 
Advertising Distributors of America, Inc 
4444 Cass Ave, Detroit 1, Mich. (TE 3-0500 
Advertising Distributors of America, Inc.. New Yor 
25 machines 400 Madison Ave., New York 17, N. Y. (MU 8-6500 
Automatic Mailing & Printing Service, Inc 
829 Newark Ave., Elizabeth. N.J. (FL 1-2211) 
Bonded Mailings Ine. Nationwide 754 4th Ave., Brooklyn 32, N. Y. (SO 8-4819) 
Circulation Assortates 1745 Broadway, New York, N. Y 6-3530) 
Clark-O' Neill, Ine 1 Broad Ave., Fairview, N. J 5- 3400 
Creative Mailing Service 460 North Main St.. Freeport, N. Y. 8-4830) 
Duffy Electronic Mailers 918 N. 4th St.. Milwaukee 3. Wise. (BR 3-7852 
Decision /Ine 4616 Red Bank Rd. Cincinnati 27, Ohio (BR 1-3200) 
Lemarge Mailing Service Co 417 S. Jefferson St., Chicago 7, Tl 
Maltlmasters, Inc 460 Nordhoff Place. Pnglewood, N. J. (LO 7-4811) 
Mailing Service Ine 4017 Ladiow Street, Philadelphia 4, Pa. (BV 6-5100 
Mailings Incorporated 55 West 13th St., New York 11. } (WA 9-5188) 
Shore Direct Mall. Inc ont a Ne ~ agoate Park, N. J. (GR 3-2063) 
Western Empire Direct Adv. Co Howa n Francisco 5. Calif. (GA 1-8500 
LABEL AFFIXING with "AUTOMATIC MACHINES 
Advertising Distributors of America, Inc 
4444 Cass io. Detroit 1. Mich. (TE 3-0500) 
Mailing Incorporat 1” 5 West 13th St.. w York 11. N. ¥. (WA 9-5188 
LABELS AND ‘TaBeL AFFIXING “MACHINES 
Eureka Specialty Printing Co 530 Blectric St., Scranton 9, Pa 
LABEL PASTERS 


Potderin Machine Co. 81 North St.. Teterboro. E. J. (AT 8-1941) 
ABELING SenVice—AUTomaric MACHIN 
Bonded Mailings, Inc.—Nationwide “i Ave., Brooklyn 33, x. Y. (SO 8-4819) 


385 Gerard Ave., New York 51, N. Y. (MO 5-1818) 
‘ noma aate amington, Mass. (TR 
ee ‘ 357 A, St.. Belleville 9, N. J. (PL 
Penny Label Company - 9 Murray St.. New York 7. N. Y. (BA 
per AE GADGET s 
Hewig Co . ‘est 45th St.. New York 36. N.Y. (30 
Robert Straub & Co...... sia Oe loth Dearborn St.. Chicago 5, Til. (WA 


we Ub ey 
Arthur Thompson & Compan Baltimore 2, M@. (PL 2 
MAIL ADVERTISING" Senvices (Lettersheps) 

BELLMORE. NEW YORK 
Ambassador Mail Adrertising Co....2050 Bellmore Ave., Bellmore, N. Y. (CA 
BROOKLYN 
Valco Reproduction & Mailing Service. Inc 

1715 Ave. Z, Brooklyn 35, N. Y. (TW 1-4400) 


Allen Hollander Co., Inc... . 
ni 3 ee 


THE REPORTER OF DIRECT MAIL ADVERTISING 





CHICAGO 
Doolittle & Company, inc 


CLEVELAND 
Cleveland Lewer Service, Inc......... 40 W. Superior Ave. (13) (SU 1-8300) 
Rebert Silverman, lnc cone -1270 Untario St., (13) (CH 1-6575) 


DETROIT 

Auvertising Distributors of America, Luc .4444 Cass Ave. (1) (TE 3 

Advertising Letter Service... . 23yU Jetfersun Eost (7) (LO 7-9 
(TY & 
wol 


320 N. Dearborn St. (10) (SU 7-1722) 


National Mailing Corp. - .-6201 Grang Miver Ave. (38) 
K. L. Volk & : . .-431 Howard St. (31) 


ELIZABETH, NEW JERSEY 


Automatic Mailing & Printing Service, In 
829 Newark Ave Elizabeth, N.J FL 1 


HOUSTON, TEXAS 

Premier I’rinung and Letter Service 2120 McKinney Ave. (CA 4 

LOS ANGELES 

Krupp'’s Ady. Mailing Serv pee 2390 W. Pico Bivd. (6) (DU 5 

The Mailing House 14 North St Andrews St 
CATALOG & CATALOG MAILERS (NO 

MIAMI, FLORIDA 

Ace Letter Service Co W N.E. lst Ave. (PL 


NEW ORLEANS, LA. 
Monahan irus., luc. seas 535 Gravier St. (524-8248 


NEW YORK CITY 
Advertisers Mailing Service, Inc 45 West 18th St., New York, N.Y. (AL 5-4500) 
Chase Wirect asail Service Corporation SUS Bast 40th St., New Lork (UK ¥-3160 
Circulation Associuies eeces 1745 Broauway, New York, N. Y. 5- 3530 
Latham I’rocess Coryoration........200 Hudsen St., New Lork 13, . 5- 4500) 
Mailings Locorporated oe 55 West 13th St., New York 11, N.Y. -5188) 
Maitlograph Company, lic sen y t , New York 4, 2 ° i777) 
Mary Elien Clancy Co 20 Dar New York 17, } 7833) 
The St. John Associates, lnc 75 West 45 New York 36, } 2-3344) 
NEWARK, NW. J. 
Shipman Mailing Service , i Newark 2 2-0170) 
PHILADELPHIA 
The Connelly Urganization, Inc 400 Walnut St ladeiphia 3, Pa 
Woodington Mail Advertising Serv 1304 Arch St. (7) (LO 3-1840) 
PITTSBURGH 
Advertisers Assoelates, Inc 
ROCHESIER, NEW YORK 
Ayer & Direv..... 15 South Ave. (BA 5-6340 
ST. Louis 
The Alan Company 427 Lucas Ave. (3 (MA 1-4727) 
MAILING LISTS — BROKERS 

Accredited Mailing Lists, lx iv East Svuh 8S New Lork 16, N. Y. (MU 3-1356 
Archer-enuwett List Service, La liv We oth S New Lurk 19, N. ¥. (JU 6-3768) 
Geerge Lirj aut & Stall i | Gra i Ave., Englewood, N. J LU 7-3200 
The cvoliuge (a., lic ll West 42nd 38 New York 36, N. ¥. (UX 5-225) 
Dependavie Mailing L ists. Inc B8il 4th Ave., New York 16, N. Y¥. (OR 9-7160) 
Direct Mail Markets Company, in 

>) Madison Ave New York 22, N. Y. (PL 9-3113 


Walter Drey, Inc... . $s N. Michigan Ave., Chicago 1, ILL. (itl 6-7453) 
Waker Urey, lne.... 257 lark Ave. South, New York 10, N.Y. (OR 4-7061) 
Gwlds Os. cccccesece ° . 160 Engle St.. Englewood, N. J. (BK 98-0461) 
Waker Karl, Inc...... ° Armonk, N. Y¥, (FA 4-3336) 
» Sms... 0 ..25 West 45th St., New York 36, N. Y. (JU 2-0830) 

. -420 Main St., Webster, Mass. (943-2780 


1627 Penn Ave. (AT 1-6144 


Cell Levine Screened Mailing Lists 
Fisk Building, 250 West 57th St., New York 19, N. ¥. (JU 6- 2086-7 7 
Willa Markiern. Ine 215 4th Ave.. New York 3, N. ¥. (SP 7 400) 
Mosely Mail Order List Service, Inc...38 Newbury St., Boston 16, Mass. (C - 3380) 
Names in the News ..43 West Isth St., New York 11, 3 : 2- 3618) 
Names ( niimited, Ine. 352 Park Ave., South, New York 10, NY } 6-2454) 
People in I'laces, tne... . 2... .66- 41 Fifth Ave., New York 3, N. ¥ j 3774) 
Planned Cireulation. .. - +29 West dith St., New York 36, N. ¥. T-4158) 
Richard Buehrer Associates, inc. (i), L. Natwick) 
136 West 52nd St., New York 19. N. Y. (C 2662) 
The Roskam Company ° re Bex 855, Kansas City 41, Mo. A 2-1881) 
Cc. HH. “‘tank’’ Ruby & Co., Inc. . . 33% st Sist St.. New York 19. N. ¥ ’ 6-5315) 
Sanford Fvians & Co., Ltd - } Research Rd.. Toronto 17, Can. 
Wm. Stroh, Inc 568-570 54th St., West New York, N. J 4890) 
James E. True Associates 419 lark Ave. South, New York, N. ¥. (MU 9-0050) 
CROSS REFERENCE—BY SUBJECT 
FOR LIST SOURCE, COMI’ARE NAME IN PARENTUESIS WITH LISTING 
ABOVE OK COMPILERS & OWNERS 
Business by Ratings, Executive. l’rofessional Lists 
Direct Mail Users : above 36,000 - 
Financial Lists ‘ eee (E-Z% Addressing Service) 
Mall Orler Lists , , see ..(The Roskam Company) 
Motor Boat Owners—over 2 Million (Allison Mailing Lists Corp.) 
Upportunity Seckers and Start in Musiness 200.000 (William Stroh, Jr.) 
MAILING LISTS — COMPILERS & OWNERS 
Active Mall Order List Co -241 Lafayette St., New York 12, N. ¥. (WA 5-2450) 
Abbott National Mail Servive, Inc 
41-26 Queens Ried... Long ot ge City 4. N. ¥. (ST 6-1088 
Allison Mailing Lists Corp 29 Park Avenue So ¥. 10, N.Y. (AL 5 
Bookbhuyers Lists, Inc 4" Broadway. New York 2. N. ¥. cwo 
Buckley-Dement......... .555 W. Jackson Bird... Chicago 6, Tl (HA 
Ed Hhurnett. Ine 156 Fifth New York 10, N. ¥. (AL 
Clergy Lists, Ine 1 Broad Ave Fairview, N. J. (WH 
Creative Mailing Service. 46° N. Main St., Freeport, N. Y. (FR 8-4880) 
Directory of Associations, Gale Research Co. 
2414 Rook Bidg.. Detroit 24. Mich. (WO 11-2242 
Walter Prey, Inc....... RAR N. Michigan Ave.. Chicaco 1. TH. (FI , 
Walter Drev, Ine 257 Park Ave. South, New York 10, N. Y. (OR 4-7061) 
Dunhil! International List Co., Ine 
444 Tark Ave. South, New York 14. N. Y. (MT! 6-2700) 
F—Z Adstressing Serv. 83 Washington St.. New York 6 N. ¥. (TTA 2-9492 
Fawrett Prblieations.... &T Weet 44th St.. New York. N. ¥ 
Fritz 8. Hofheimer 29 E. 22nd St New York 10. N. Y. (OR 4-6420 
Industrial Vist Rurean 420 Main St.. Webster. Mass. (942-2789) 
Ineustrial Machinery News 1H°RT Mevers Road, Detroit 25. Mich UN 3 11) 
Malling list Compilation Rureau..2570 Fast 18th St., Brooklyn 35, N. Y. (SI 3-5236) 
Market Compllation Rureau 
10561 Chendler Rivd N. Hollwwood, Calif. (TR 17-5284) 
Might Directories Ltd 192 Spadina Ave Teronto, Canada (EM 4-1481) 
Occupant Malling Lists of America 230 North ith St., Columbus, Obie 
Official Catholic Directory 12 Barclay St.. New York & N. ¥. (RA 7-29900 
R. L. Poh & Ca...... Howard St.. Detroit 31. Mich. (WO 1-9479) 
R. L. Rechmir.... 5410 Canwenes Rird., N oases Calif. (PO 6-9529 
Raymond-taew Associates. Inc...... 2 roadway, New York 4. N. VY. (WITT 4-4487 
Reporter of Direct Mall Adv 9°4 7th St Garden City, NY. (PT 6-1827) 
Research Projects. Ine 404 Tark Ave. S.. New York 16, N. Y. (JU 2-0830) 
Sistemas Tostales, Editicio Imperial Oficina 
94-95 Plaza Candelaria. Caracas, Venezuela 
230 East Ohio St., Chicago 11, Ill 


(Ed Burnett Inc.) 
(Reporter of DM) 


Special Correspondents 
Speed Address Kraus Company 
48-91 494 St.. Tong Island Cite 4. N. Y. (ST 4-922) 
568-570 S4th St... Weet New York, WN. 7. (TN 4-4899) 
2 oo Tlanse Ave.. Freerart, N. VY. (FR 89-8712 
44 Tloneck St. Prelewnod, N. J. (1.0 9-5206) 
° .. 2.18 Pact 2th St. New York 38, N. ¥. (MU 5-6278) 
MAIL oaoer. Souget rast 
rthur W. Randman n St.. Rosivrn. L. 1.. N. ¥. (MA 1-7099) 
Direct Mail Markets Company. Ine. sis Martison Ave., N. Y. 22. N.Y. (PU, 9-3113) 
Herbert L. Kellner & Associates. 131 S. Wahash Ave., Chicago 3, Ill. (AN 38-2242) 
eee 21° So. Myrtle Ave.. Clearwater. Pla. (446-7573) 
Lawrence G Chait a ~. Ine. .. R75 Park Ave.. New York 22. N. ¥Y (PT. 1-72920) 
Wilttem | Raesieh & © RON’ NL Renadwae Chicaen 4% TH (RO 1-4910) 
Alt ING Lists — MAIL ORDER BUYERS OF LII¥URY GIFTS 
Leslie foe we Tafavette 1 Pa (TA &8-87904 
WAnaeenens- BAGKETIOS- MAIL ORDER CONSULTANT 
Lawrence CO. Chait & Coa. Tne Park Are.. New York 2°. N. ¥_ (PT. 1-7220) 
MANUF ACTHRERS—ADORESSIN@ MACHINES & ACCESSORIES 
Pollard-Alling Mfg. Co Oth St.. New York 1 CH 383-0992) 


Wetton Stroh. Jr 


a 
Zeller and Letica, Inc.. 


John A. Smith 
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MUCTIGRAPH SUPPLIES 
Chicage Ink Ribbon Co. 19 S. Wells St., Chicago 6, Lil. (ST 2-7800) 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, Inc. 
4444 Cass Ave., Detroit 1, Mich (TE 3-0500) 

sy - | Distributors of America, Inc. 

New Yor 400 Madison Ave., New York 17, N. Y. o- by 6500) 
Occupant Meiling Lists of America 239 North 4th St., Columb 
Western Empire Direct Adv. Co. . “sia Howard St., San Francisco 5, Calif. (GA »- “8500) 
Western Empire Direct Adv. Co..1417 Georgia St., Los Angeles 15, Calif. (RI 8-2251) 


PAPER MANUFACTURERS 
Allied Paper Mills 16u8 Lake St., <a. Mick 
American Writing Paper Corp. Mass. 
Appleton Coated Paper Co. 5 E. Wisconsin Ave., Appleton, Wise. “tae “i. 9841) 
Bergstrom Maper Company Neenah, Wisc. 
Eastern Fine l’aper and Pulp Div Standard Packaging ‘Corp., Bangor, Me. (2- we 
Ecusta Paper Division, Olin Mathieson Chem. Corp... . Pisgah Forest, N. 
Finch, Pruyn & Co., L -Glens Fails, N. r 
Meummeruull l’aper Company . ....- Erie, Pennsylvania (Ul 6-8811) 
Howard Paper Mills, Inc. 115 Columbia St., 
International l’aper Co... . 220 East 42nd St, New York 17, N. ¥. 
Kimberly-Clark Corporation ; ° . _Neenah, Wise. b. 2-3311) 
Mead Corporation : A Dayton, Obie 
Nekoosa-Edwards Paper Co. . Port Edwards, Wis. (Teil: 3111) 
New York & Pennsylvania Co 425 Park Ave., New York 17, N. ¥. (PL 1-4250) 
Peninsular Paper Co. - Ypsilanti, Mich 
Hex Paper Co. ean’ .-Kalamazoo, Mich. (FI 2-0151) 
Kising l’aper Co. Housatonic, Mass. (HO 47) 
S. LD. Warren Company 89 Lroad St., Boston 1, Mass. 
Sorg Paper Company. ° Middletown, Onle 


PHOTO ENGRAVERS 
Horan Engraving Co., Inc..... 44 West 28th St., New York 1, N. ¥. (MU 99-8585) 


POST CARDS 
Colourpicture Publishers, Inc 390 Newbury St., Bostaon 15, Mass 
CURTEICUCOLOK 3-D by Curt Teich & Co., ln 
1733 W. Irvils ug Wark Reed. Chicago 13, Il. (BU 1-6606) 
Dexter Press, Inc Route 303, We Nyack, N. Y. (BL 8-6400) 
PRINTERS—LETTERPRESS & LITHOGRAPHY 
Carey Press Corporation aes 406 West 3ist St.. New York 1, N. ¥. (CH 4-1000 
Colortone I’reas 2412 17th St., Washington 9, D.C. (UU 7-68 
Goes Lithographing Company : iz West 6lst St., Chicago 21, 
Neo Printing Company, lnc 23 E. Wesley St.. So. Hackensack, N. J. (LIU 9- 5050) 
Kunkle, Thompson & Kovats, Inc 650 West Lake St. Chicago 6, IL 
Offset Reproductions, Inc 34 Hubert St., New York 18, N. ¥. (WA 5-1106) 
SALES AND MERCHANDISING CONSULTANT 
Lawrence G. Chait & Co., Inc 375 I’ark Ave., New York 22, N. Y. (PL 1-7220) 
Raiph T. Curtis .. 903 E. lowell Ave., Evansville 13, Ind. (HA 2-3794) 
STENCIL CUTTING AND LIST MAINTENANCE 
Advertising Distributors of America, I: 
4444 Cass Ave., Deroit 1, Mich. (TE 3-0500) 
Circulation Associates... : 1745 Broadway, New York, N. ¥. (JU 6-358) 


SUBSCRIPTION FULFILLMENT SERVICE 
Circulation Associates os 1745 Broadway, New York, N, Y. (JU 6-3538) 
Globe Fulfillment Corporation. 125 W. 24th St., New York 11, N. ¥. (OR 5-4600) 


SYNDICATED HOUSE MAGAZINES 
The William Feather Ce 9900 Clinton Rd, Cleveland 9, Ohio (AT 1-4122) 


The Henry F. Henrichs Publications, The House of Sunshine 
State & 4th St., Litchfield, Il. (296) 


TRADE ASSOCIATIONS 
Association of First Class Mailers 
309 LaSalle Building, 1028 Connecticut Are N. W., Washington 6, D.C 


Associated Third Class Mail 

d Washington 1, D.C. (Me 8-2447) 
Direct Mail Advertising Assn ‘ New York 17, N. ¥. (MU 8-7388) 
MASA International ‘ N.W., Washington 1, D. C. (DI 17-8633) 


National Council of Mailing List Brokers 
5 West 42nd St.. New York 36, N. Y. (PC 6-0615) 


Parcel Post Association 1013 Woodward Building, Washington 5, D. C. 


VIEWERS (FOLDING) AND COLOR SLIDES 


Stereo- Magniscope, Inc.. photograp! 
40-31 Silst St., Elmhurst 73, N. Y. (DB 5-0027) 
Taylor-Merchant Corp 48 W. 48th St.. New York 36, N. ¥. (PL 17-7700) 


ey 
The Best Buy for $24 | 


Since The Indians | 


Sold Manhattan Island 





Your listing in this directory may 
not take up much space but it’s a 
big investment. It reaches the pros- 
pect when he’s ready to buy. It 
reaches a man who knows what he’s 
looking for. The question no longer 
is what ... but WHO. 


To reach your prospects, be sure 
you are listed in the Directory under 
all the headings which best describe 
the services you perform. 


To place your order, write to Ernest 
P. Baldwin, Advertising Manager, 
The Reporter of Direct Mail Adver- 
tising, 224 Seventh Street, Garden 
City, L. L, N. Y. Or phone Ploneer 
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the gist of conversations about this and that 


with visitors to the Editor 


CONVENTION SCUTTLEBUTT: The twin conven- 
tions in New York are now a part of ancient history 
thank fortune. The long eight day drag is too much for 
this aging reporter. Swollen feet, leg cramps and husky 
voice. Good to get back home to rest up . . . and think 
of all friends seen and those missed. Too many to see all. 

The Mail Advertising Service Association Convention 
was not too well attended—but it was a lively affair. 
Senator Frank Carlson made a hit with his sensible talk 
about Postal Affairs. | didn’t hear many speeches as most 
are on technical problems and are supposed to be for 
members only. But the parties were wonderful for getting 
reacquainted. 

Best part of that convention for me was meeting so 
many of the real old timers who participated in forming 
the original lettershop association which became a sep- 
arate unit from DMAA in 1921. Couldn’t get all of them 
together at one time for a picture—but the one shown 


S 


here highiights three talking to this reporter (fatty at 
left). There are the 1921 founders, next in order left 
to right, Ed Husen of Detroit; Elmer Roeper (Cliffside, 
New Jersey Truck Body Manufacturer) and first secretary 
of MASA; Marion Newman, Commercial Letter Service, 
Dallas, Texas. A few others, such as Bob Gile of Minne- 
apolis showed up after photographer left the recep‘ion 
party to honor young Bill Newman (Dallas) the new 
president of MASA. 

After a part-day interval for reconstructing exhibit 
hall, the DMAA got started on its 44th Annual with a 
busy get acquainted shindig. It was the largest conven- 
tion in a number of years, with an attendance somewhere 
between 13 and 15 hundred. Hard to figure because some 
were part time delegates or visitors, 

The Statler-Hilton has improved its exhibit space 
greatly. No longer has that narrow aisle around the 
balcony over the lobby. A new ceiling over lobby allows 
a really spreading exhibit area which looks fine. The 
exhibitors were well pleased with the number and quality 
of visitors. Aisles were jammed most of the time. And 
I was impressed with the way the exhibitors have im- 
proved their method of operating and staffing their dis- 
plays. Some previous DMAA convention exhibits have 
been terrible or worse. Unstaffed booths—dull displays 
no showmanship. But this time most all exhibits were 
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busy and staffed with friendly, competent personnel who 
seemed to know who they were talking to and what they 
were talking about. No use trying to describe the best 
examples of showmanship as | might hurt feelings by 
missing someone. But I particularly liked three exhibits 
one having a talking sorrowful looking basset hound: 
another a talking mailbox; and another with a free shoe 
shine. I made a rapid check of hall and couldn’t find a 
discouraged or complaining exhibitor. That is a healthy 
omen for the future. 

It would be foolish to try to analyze the program. 
Those who were there know what happened if they got 
up in time or could find the meeting rooms. Those who 
didn’t attend, saw the program in the last issue or in 
the promotion pieces. We couldn’t find enough space 
in this issue to print all the speeches and panel sessions. 
And much of the printing would be a waste of space. 
I want to be kind . . . but some of the “formal” speeches 
were a waste of time. As the conventions grow larger, 
it’s difficult to please everyone and some of the invited 
speakers don’t know exactly who they are talking to. One 
speaker kept repeating in effect “you people in your field 
should do, etc.” He didn’t know he was addressing 
people in many varying fields. We are not “a field.” 
DMAA covers many fields—retail, financial, insurance, 
pharmaceutical, industrial, social service . even legal 
and religious fields. Future speakers should learn that. 
Or maybe future conventions should relegate formal 
speeches to past history. 

The circles of information and various question-answet 
sessions seemed to be fine. They get down to brass tacks 
and that’s what the average delegate wants. 

The only trouble was that the concurrent sessions were 
spread out over too large a territory due to the 
physical facilities of the hotel. In one afternoon I tried 
to cover seventeen separate classified sessions—but | 
think I lost at least two. Some wandering and frustrated 
souls never did find the session they were after. Most 
satisfactory solution is to have all either in one large 
room—or in closely adjoining sections of hotel. 

The annual banquet was a first class, big-city affair. 
Fine professional entertainment staged by Ray Block. A 
real thrill to see so many direct mail addicts (old and 
new friends) in one big glamorous sitting. Ran out of 
space on main floor and many had to be placed in 
balcony. 

The one big problem of the modern day convention 
is the operation of hospitality suites or rooms. Back a 
number of years ago, the staff of this magazine ran about 
the only full time hospitality headquarters. Others came 
into existence year by year. This year there were hospi- 
tality headquarters on practically every floor. In addition 
there were formal invitation parties by folks like Tension 
Envelope, National Council of List Brokers and O. E. 
McIntyre. I tried to make an appearance at all of them 
but it was hopeless. 

Harry Maginnis, as usual, staged a good noon time 
meeting of his Associated Third Class Mail Users 
with Congressman Bob Corbett of Pittsburgh as his main 
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speaker. A good friend of direct mail. 

That about wraps up a brief digest of this year’s con- 
vention. After an 8-day convention, quick trip to New 
London, a few days in Garden City . the 2 hour jet 
flight back to Clearwater was much too long. We can 
now get back to routine Scuttlebutting. 


LETTERS WE CAN DO WITHOUT DEPART- 
MENT: Printed two color letters addressed to “Dear 
Preferred Customer” which are not sent to old customers 
and with a phony pitch in the first paragraph, such as: 
“The enclosed certificate is for you alone. No one else 
can use it. It is not transferable. It is sent only to a few 
of our most valued customers, in sincere appreciation 
for their loyalty and patronage.” The high-pressure letter 
then goes on to try to sell the gullible some household 
product at a ridiculously low price. You can bet your 
boots that your order would be filled even if you got 
hold of an order blank sent to another person and you 
simply changed it to your name. Most people are too 
smart to fall for obvious insincerity like this. 


1 ENJOYED AN ARTICLE in a recent issue of Paul 
Bringe’s newsletter. Paul tells how he checks the value 
of a proposed rental list by asking for the names of the 
people on that list from his own town. If he checks those 
names carefully, he can tell fairly sure whether he wants 
to reach that type of person on a national or sectional 
cover. Paul says he asked Ed Walker of Batavia, N. Y. 
(the Kozak Auto Dry Wash man) for a list in Paul’s 
town of Hartford, Wis. Here is a rundown on the names: 


All but two have telephones. Two are doctors. Two are ministers 
Three are members of the wealthy family in town. One banker 
One newspaper editor. Five Main Street merchants. Two mail 
carriers. One attorney. Four office workers. Three factory workers. 
Three retired business men. One top business executive. Three 
farmers. Three occupation unknown. One deceased. One unknown 
in community 


Paul deduced from this checking that Ed Walker has 
a high quality consumer list. Total runs to 465,000 quali- 
fied mail order buyers with 85°7 men. Try this system 
on your next rental. 


THE NEWS IS AROUND that an ugly mailing list 
is being built by the John Birch Society. The stupid 
leader, Robert Welch, is asking his followers to start 
listing names who do not subscribe to the ideas of the 
Birch Society, He calls anyone inimical to his society a 
“Comsymp.” The members are to make lists of Comsymp 
“traitors” who support foreign aid, the graduated income 
tax. the United Nations, integration of the schools and 
the Supreme Court. Just what the Birchers, or the Sons 
of Birchers, are going to do with these lists has not vet 
been determined. 


AMERICANS ARE GREAT JOINERS. But before 
joining any organization in these troubled times, Amer- 
icans should ask some serious questions which were 
recently suggested by the Attorney General of California. 
Those questions are: (1) Does the organization assail 
schools and churches with blanket accusations? (2) Does 
it attack other traditional American institutions with un- 
supportable and wild charges? (3) Does it put the label 
of un-American or subversive on everyone with whom it 
disagrees politically? (4) Does it attempt to rewrite 
modern history by blaming American statesmen for wars. 
communism, depression and other troubles of the world? 
(5) Does it employ crude pressure tactics with such means 
as anonymous telephone calls and letterwriting cam- 
paigns? (6) Do its spokesmen seem more interested in 
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the amount of money they collect than in the principles 
they purport to advocate? Those questions would rule 
out any thought of joining the John Birch Society. 

Incidentally, if you would like to know more of the 
screwball letters and bulletins issued by the John Birch 
Society's founder, get and read the paperbound, 50¢ 
Fawcett book, Inside the John Birch Society by Gene 
Grove. It’s a terrific expose but frightening . . . fright- 
ening to read how the successor to Joe McCarthy is 
attempting to ruin reputations. 

| can’t understand why some of the prominent people 
who are called Communists by Welch in his bulletins and 
newsletters don’t prosecute Welch. There are libel laws. 
Or there is another way to settle the problem. My old 
friend, Joe Kesslinger, agencyman of Newark, told me 
about it recently, Joe writes a number of house maga- 
zines for clients. Recently, the president of such a client 
company received a letter complaining about last issue 
of house magazine. He claimed that the writer was an 
outright Communist. Joe asked permission to answer this 
particular letter. He told the writer briefly about his 
past anti-Communist opinions. He then invited the writer 
to visit his office where, even though in his sixties, he 
would bash the screwball’s head in so that he would 
actually see red, and plenty of red. 


MANY RESPONSIBLE PEOPLE are still bellyach- 
ing about the terrible duplication in mail they receive 
from the big mass mailers, The duplications usually occur 
in subscription appeals from publications. Equally serious 
are repeated appeals to subscribe to a publication which 
has already been subscribed to. The people who complain 
the most about these duplications are those who are most 
seriously concerned about the future of direct mail. They 
read in the papers or their association bulletins how the 
crusaders for low postage rates go to Washington and 
complain about the high cost of mailing and yet 
they continue to receive four, five, six or more expensive 


pieces from the same company, either on the same day 
or on succeeding days, Some way must be found to 


cut down on duplications. 


MISCELLANEOUS OBSERVATIONS: Recently 
learned about a pathetic case where a friend of a friend 
mortgaged his home in order to pay a “vanity publisher” 
to produce a recently written first novel. Through the 
friend’s and our intervention, we induced him to keep 
the money. The vanity publisher was one of the ones 
exposed in our April, 1960 feature on the racket. 


WE’VE BECOME ACCUSTOMED and immune to 
silly superlatives used in advertising and television com- 
mercials. Better than the best, whiter than white, cleaner 
than the cleanest mean nothing. But now we've heard 
one that outdoes all the superlatives. A throat deodorant 
being advertised on the air claims it is wetter than water 
or twice as wet as water. That settles that. 


More next month, 


3 Bluff View Drive 
Clearwater, Florida 


Telephone: 584-3848 


P.S. Incidentally, many of the speeches and panel sessions at 
DMAA Convention were tape recorded. Tapes sell for $8 per 
speech or $20 per session. LP Phonograph records are $10 per 
speech or $25 per session. If interested write for details to 
United Recording Artists, 220 Fifth Avenue, New York 1, N.Y. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





WE HATE 


(TOO!) 


Dimensional Stability...the built-in “extra” in Bergstrom 


Thor* Offset Paper...helps eliminate out-of-register printing 


Lithography craftsmen agree—paper is vital to repro- 
duction perfection. Properly selected paper not only 
enhances the finished printed product, but is also 
essential to better mechanical control. 

Bergstrom reprocesses wild paper fibers. Breaks 
them down. Completely tames them so they no longer 
cause troublesome curl, out-of-register, tail-end wrin- 
kles, or cockled surfaces. With the stresses relieved, 
these fibers become the “guts’”’ of Thor Offset—the 
printing paper with superb dimensional stability. 


Thor Offset is table-flat. Strong. Opaque. Quiet- 
white*. In short, Thor Offset is a real production paper. 

You won’t want to overlook the packaging conve- 
nience of Thor, either. Shipped in rolls, pressure- 
packed skids, or in Bergstrom’s unique, self-sealing, 
re-usable cartons. 

Request Bergstrom’s Thor Offset for your next 
printing job. You'll see dimensional stability in action, 
cut your downtime, lower your costs, and deliver a 


better job on schedule. 


*gets your printed message read 


BERGSTROM 


PAPER COMPANY 


NEENAH, WISCONSIN 


Paper for Printing, Publishing, 
Converting, Banking and Office 
Communications. 


Please send me Thor Offset paper samples 

I am also interested in 
(0 Ibsen Book Papers ([ Odin Office Printing Papers 
0 Safety Papers 


NAME__ 





TITLE 


COMPANY 





ADDRESS. 











Box full of 
answers for 
direct mail 





Epic. Executives, Regular & Outlooks 


are the answer to your direct mail problems. Bright white stock for supreme 
printability . . . guaranteed flat and uniform for smooth performance on all 
automatic inserting and metering machines . . . eight popular styles and sizes. 
Deep Lid Box to speed up handling and feeding. 


Put more action in your direct mail with Epic Executives, Regular and Out- 
look . . . the envelopes that help you get attention and get results. 








GENERAL OFFICES: SPRINGFIELD 2, MASS. 
WORCESTER + SPRINGFIELD - ROCKVILLE - NEW YORK 
METUCHEN + ATLANTA + INDIANAPOLIS + CHICAGO 
WAUKEGAN « DALLAS« LOS ANGELES~ SAN FRANCISCO 











